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Component Trend Grows, 
Because Its Profitable 


Dealers discover how to beat 
shipped-in prefabs, but not without 
problems. ‘‘Custom fabrication” 
gains fast. Lumberyard prefab 
packages destined to change dealer 
management methods. Jobbers 
discuss sale of components to 
small yards. 

SEE PAGES, 36-55 
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Dexlock with No. 28 
Diamond escutcheon 
7%” high, 3%” 
wide, 2%” or 5” 
backset 


AND OUT 


Now Dexlock entrance elegance comes inside 
the house with striking new companion accessory 
trims. They're designed to match Dexter's large 
escutcheon entrance sets and are offered in a 
complete range of Dexlock. standard or tu-tone 
finishes, Choose from Brass, Black, Bronze, Bright 
Chrome, Dull Chrome or Satin Anodized Alum- 
on” a entrance - inum. And, of course, they can be used with either 
inl iB” h igh ry Tulip or Round Dexlock knob styles. 
mounted Diamond) 

5” backset 





DEXTER LOCH DIVISION 


‘ Dexter Industries, Inc., Grand Rapids, Michigan 


















Miniature Colonial 
escutcheon No. 27, 
3%” diameter, 2%” 
or 5” backset 


Miniature Portrait in- 
terior escutcheon No. 
29,3,” square, 2%” 
or 5” backset when 
mounted: square, 5” 
backset when mount- 
ed Diamond 


In Canada: 
Dexter Lock Canada Ltd., 
Galt, Ontario 


In Mexico: 
Dexter Locks, Plata Elegante, 
S. A. de C. V. Monterrey 


Dexter Locks are 

also manufactured in 

Sydney, Australia; Milan, Italy 
and Porto, Portugal 








BIG NEW MARKET FOR YOu! 


CUPPLES 


SINGLE-HUNG 
ALUMINUM WINDOW WITH 















































Note these other outstanding features 


oe . : : Both home builders and home buyers have been quick 
Integral fin-trim—just 4 nails to install. . ' 
to see the advantages of this modern, new Cupples window. 
Equipped with the finest mechanical balance, With its easily removed sash, it can be cleaned from 
assuring whisper-soft operation. the inside. Therefore, it is an ideal window for split-level 
, . ' and two-story homes as well as for single-story dwellings. 
Weatherstripped with metal-backed fabric. And that means a big, unlimited market for Cupples dealers! 
tronger, more rigid. Dust and draft-free. : ; 
Str : 3 From every standpoint, Cupples new single-hung 
Never binds or sticks. Never needs painting. window is superior in design and construction. Yet, thanks 
: to automation, it is priced lower than any previously 
FHA approved. No service call-backs. ; : © : 
built. Dealers who promote it aggressively are sure of a 
Meets the specifications of the Aluminum big, profitable business. How about you? 
Window Manufacturers Association. 
NOW’S THE TIME TO GET INTO THE ALUMINUM WINDOW BUSINESS 


A Cupples franchise can be profitable to you from the start. You can offer 
your customers windows precision-designed and manufactured, yet 
competitively priced. And you will be associated with a company whose 
reputation for integrity is unquestioned. Write today for details. 


PRODUCTS CORPORATION 


2653 South Hanley Road °*_ St. Louis 17, Missouri 
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C. Hager & Sons Hinge Mfg. Co. + St. Louis 4, Mo. 
In Canada, Hager Hinge Canada Limited + Kitchener, Ontario 


Founded 1849 —Every Hager Hinge Swings on 100 Years of Experience 
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IN THE NEWS... 















PROUD OWNER of new prestige show- 
room in Bennettsville, S. C., is Henry J. 
Munnerlyn, past president of National 
Retail Lumber Dealers Association. The 
store reflects Munnerlyn's belief that 
the lumberyard should have the finest, 
most modern showroom in town to prop- 
erly promote the beauty of the materials 
sold. (See also page 72.) 










































MASTERS OF THE CASUAL TOUCH— 
Most manufacturers produce reams of 
paper to publicize a sale or merger of 
their firm. But not Corrulux Division of 
L-O-F Glass Fibers Co. Corrulux sales 
manager T. O. McCullough and gener- 
al manager Eugene Sinnett, who de- 
parted briefly from the agenda at a sales 
meeting in Galveston, Tex., to casually 
announce that Corrulux has been ac- 
quired by the Johns-Manville Corp. Cor- 
rulux makes translucent structural build- 
ing panels. 
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EVERYTHING'S GOING KING-SIZE— 
Concrete masonry block above, 5” x 8” 
x 24” is now a standard line for Rock- 
lite Products, Los Angeles. It is designed 
for garden walls and fences. The big 
size and weight of less than 27 pounds 
is expected to cut labor costs. 
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PERSONAL VIEWPOINT 





Improvements Geared to Your 
Fast-Changing Needs 


“Give us a magazine that really reflects the many changes we face today. 
It should be fast reading because we're busy. It should pull no punches and 
let the facts speak for themselves.” 

Letters from dealers like the one quoted above have guided American 
Lumberman in planning the editorial improvements incorporated in this 
issue. Every change has been made with just one thought in mind—will 
this new department or feature help increase the dealer profits? 

Within the news section this time you'll also find several brand new de- 
partments. “How’s Business?” for example, is the first feature of its kind 
for this industry giving dealer sales, inventories and accounts receivable for 
the previous month’s business. Still another added feature is ‘““What’s the 
Price?” which provides retail prices of lumber, millwork and building ma- 
terials from all key market areas. 

The news section has been further strengthened by adding a second news- 
letter, “Developments to Watch,” which pins down trends just ahead that 
affect your business. Still another addition is “Men in the News”—a new 
feature sketching the personalities—dealers, wholesalers and manufacturers 
—shaping events in this industry. 

A final new feature, “What's New—What’s Selling,” rounds out the news 
section. Based on dealer field reporting, this page will describe products new 
to the market moving well at the retail level. It’s a feature designd to give 
practical help in buying and merchandising. 

Each page in the news section benefits by American Lumberman’s pub- 
lication frequency. Every two weeks, we can bring you news and business 
features while they are still fresh and of immediate value in your business. 

Significant improvements are being made in the main feature section of 
American Lumberman. Again they mirror the needs and change shaping 
dealer operations on every Main Street. 

This issue blueprints what you will be receiving. The 12-page trend 
feature, which begins on page 36 sharply defines all phases of house com- 
ponents by presenting many dealer examples tersely and with all the facts 
you need to know. The emphasis is not limited to methods but covers the 
profit side and the way contractors feel about the whole idea. 


Distribution, buying and marketing are other subjects scheduled for 
every issue. You will find special material of this type on page 30. 

Merchandising will always be part of the magazine, but we have many 
plans for making it more valuable by in-depth reporting from every corner 
of the country. Turn to pages 56, 60, 67, 72 for typical examples. 


Material handling now deserves presentation in every issue. It’s a vital 
part of keeping costs down and there are new developments breaking almost 
every week. See page 71 for some new slants on dock shelters and ramps. 


Our improvements and changes would not be possible without a complete 
field staff of trained correspondents carefully selected in key cities across 
the country. Our new reporters are mainly real estate and business news 
editors on daily newspapers. They will give us material tuned to your needs. 

And because Washington, the nation’s Capitol, will be making important 
news directly affecting housing, remodeling and your business, we have re- 
tained an experienced correspondent in this city. 

You can add to these practical editorial improvements, something else 
just as important. In recent months in this magazine you've read exclusive 
features on cash and carry, dealer buying co-ops, direct sales by manufac- 
turers to prefabs—material that normally the trade press has ignored or 
swept under the rug. We believe events affecting dealer or wholesaler profits 
belong on the table. Honest facts are always better than rumors and half- 


truths—and we intend to report them in American Lumberman. 
Gordon J, Lawler 





“Right” on the 
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My QIORGS DULG FORCS 
to Efficient, Low-Cost Handling In the Yard or On the Project! 


“My fast, versatile Work Bull rig keeps all kinds of supplies flow- 
ing efficiently through the yard, and provides a speedy job-site 
unloading service that has project builders coming back for more!... 
Simplifies clean-up and maintenance operations, too!” 
Handle all types of materials with just one rig! Work Bull Fork 
Lift has ten quick-change attachments...handles everything from 
strapped lumber and cubed blocks to loose chat and wet concrete. 
Scrap Grab and Anyle Dozer convert the rig into a low-cost handyman 
for yard maintenance, snow removal, scrap disposal. 
Allattachments are interchangeable without additional hydraulics, 
because the unit comes equipped with three-spool valve as standard 
equipment. Quick-couplers engage snugly without special tools! 
Big wheels travel smoothly on or off hard surfaces. ..permit you 
to operate in snow, mud, or rough terrain. Power steering, turning 
brakes, and dual-range six-speed transmission facilitate faster cycling 
in close or open quarters. Safety mast has 4,000 pounds capacity, ; 3 
requires only 8’ 2” top clearance, maintains a full 10’ lifting height 
(20’ with Mast Extension)! Over-riding foot throttle lets you keep peg ao Net: 0S LIGINIOS CAST ON SOSH 
* : F ultiple-dise hydraulically actuated reversing 
hands free for operating hydraulics and steering. clutches let yeu change directions inctently by 
A Work Bull Fork Lift pays-out faster than any other rig, because switching your foot from the forward to the reverse 
of its low initial price and superior performance on so many different pedal. ..without shifting gears! Eight attachments 
jobs! Your Massey-Ferguson Industrial Dealer offers a complete handle almost any material. 
Sales-Service program. Write for his name and literature. 


< 
» j . 
Work Bull 100! Work Bull 303 with S00 Looder ond Dows Backhoe ‘Work Bull 202 «wh Down loader Bocthoe Work Bull Fork Un 


MASSEY-FERGUSON 
INDUSTRIAL DIVISION 


1009 SOUTH WEST STREET e WICHITA 13N, KANSAS 





HOW LIFE 
CAN HELP YOU SELL 
BUILDING PRODUCTS 


Industry estimates for building products sales for 1959 
are approximately $18 billion. But of one thing you can 
be sure—37% of all the consumer dollars spent on home 
operations and improvements in 1959 will come from 
households that read an average issue of LIFE.* 


Until LiFE, no magazine had ever sold six million 
copies in a single week. Now LIFE does it week 
general magazines. 


after week, a feat unique among g 
But LIFE offers a building products advertiser 
more than just six million magazine buyers. LIFE 
is so sought after by reading Americans that a 
building products advertiser has a chance to reach 
additional millions of the best-spending families 
in the U. S. every week. 
Here’s how it works. LIFE’s 6,000,000 copies 
reach 15,320,000 different households every week. 
And a recent Politz study indicates that an aver- 
age issue of LIFE is read by 32,000,000 people. 
Proof that LIFE offers more to building prod- 
ucts advertisers lies in the buying record of LIFE- 
reading households. By actual measurement, LIFE 
households account for 37% of all the dollars 
spent on home operations and improvements in 
the U. S. (And that’s just the readership of an 


average issue.) 


But building products advertisers want conti- 
nuity of sales impression, and here again LIFE de- 
livers a quality audience in quantity. 

Over the course of 13 issues, LIFE is read by 
34,440,000 different households. (On the average, 
each of these households reads six issues out of 
thirteen.) And these households—70% of the total 
U.S. households—account for 77% of all U.S. 
home operations and improvement expenditure. 

So much for the statistical analysis. Beyond 
these market dimensions, LIFE offers these other 
special selling advantages to a building products 
advertiser. 

A CHANCE 
TO SHOW YOUR PRODUCT AT ITS BEST 


LIFE’s superb reproduction gives you the BEAUTY 
you want—beauty that does full justice to your 
product and what it does for the consumer. The 
wonderful colors of paint . . . the rich graining of 
wood ... the gleam of brass decorations . . . the 





ONLY (Wy a3 gives you SO much 
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whole image-building background of your prod- 
uct—all this comes through in LIFE as in no other 
advertising medium. 

With the many competing products in your field, 
the fine reproduction you get in LIFE becomes a 
key factor in your choice of media. 


A CHANCE 
TO CHANGE TACTICS AND STRATEGY 


LIFE gives you the FLEXIBILITY you want. Your 
budget is not locked into an irrevocable commit- 
ment months and months in advance. The needs 
of your market—not an advertising medium— 
should dictate your spending. 

In LIFE you can launch or bolster a national 
sales campaign or change advertising strategy in 
just a week’s time. 

For LIFE offers a special 7-day fast-closing for 
two-color and black-and-white ads. You can even 
close a four-color ad in as littie as 22 days. 

Only LIFE offers these special services, which 
enable advertisers to meet the changing demands 
of modern marketing. 


A CHANCE 
TO BE SEEN IN GOOD COMPANY 
LIFE gives your product the RESPECT you want. 
People value LIFE’s editorial content, have confi- 


dence in the magazine. . . pay to read it regularly. 

This confidence carries over to the advertising 
pages, adding an effective selling dimension to 
your message. 

And advertising in LIFE makes welcome read- 
ing. For here readers learn news of famous prod- 
ucts of every conceivable sort, handsomely illus- 
trated by some of America’s best artists and pho- 
tographers. 

When you advertise in LIFE you are keeping 
company with America’s finest companies, who 
have high standards in advertising to match your 
own. LIFE readers recognize that the caliber of ad- 
vertising in LIFE over the years has had an im- 
portant influence on how they live, what they buy 
and what they are going to buy. 

That’s the unique selling climate you share 
in the pages of LIFE. 

Bigness. Beauty. Flexibility. Respect. And a 
wealth of customers in the mood to buy. LIFE can 


give you all of these. 


— 
*Source: LIFE’s Study of Consumer Expenditures, an analysis of $200 bil- 
lion spent by U. S. households for consumer goods and services in 1956, 


9 Rockefeller Plaza, New York 20, N. Y. 


selling power...so swiftly, so surely 
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EXCLUSIVE FLASHING FEATURE! 
No other gutter has its own flashing that fits right 
under the first row of shingles. Eliminates the need 
for a drip edge. Saves time, money and extra labor! 


SELL FASTER BECAUSE 


No other gutter and downspout system made bodies, boats, aircraft—wherever excep- 
today offers you all the selling advantages __ tional strength and durability are required. 


/ Thisisa ee demonstrated above! - 
Installs up to five times faster than conven- 


COMFORT tional materials. Simple lines blend with 


CONDITIONED Nothing matches a Fiberglas Permadrain : 
a os : ; any architectural style, new home or old. 
Home system for durability, speed, easy installa- . 


Product tion and handsome good looks! Made of The complete Fiberglas Permadrain system 
Fiberglas reinforced polyester, the same ex- _ includes all necessary parts: gutters, down- 
citing material that has been proved in auto spouts, miters, elbows, outlets, end stops, 
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EXCEPTIONAL STRENGTH! 
Gutter will actually support the weight of a 
200-lb. man standing right in the trough! 
Can’t be crushed or dented by ladders. 


WON'T LEAK OR BACK UP! 
Joints of gutter are permanently resin bonded 
and corners are formed in one piece. Self- 
unloading lower lip and molded apron prevent 
back up, eliminate costly drip edging! 


LIGHT WEIGHT! One man can carry 
and install an entire system without addition- 
al help! Handling problems become simple 
and easy without unwieldy materials or parts. 


CAN'T CLOG! Downspout snaps out 
for easy cleaning! Permadrain won’t bulge or 
split-freeze from ice formation. Foolproof 
against clogging problems. 


CAN’T RUST OR ROT! Never cor- 
rodes and unaffected by heat, cold, rain or 
snow. Weather resistant without painting or 
treatment. No replacement cost. 


it (a de -, = 
EASY TO INSTALL! Can be finished 
the day it’s started! No complicated acces- 
sories or time-consuming joining or fastening. 
Nails directly to the sheathing! 


THEY GO UP FASTER! 


couplers and bonding kit with adhesive. All 
parts have soft white color permanently 
molded in. Never need painting unless a 
special color is desirable. 

* * * 


For free booklet with complete information 
—call your Fiberglas representative, listed 
in the yellow pages of the phone book, or 


send coupon at right. 


OWENS-CORNING 


FIBERGLAS 


1G US Pa OFF 


*T-M. (Reg. U.S. Pat. Off.) 0-C.F. Corp. 


OQwens-Corning Fibergias Corp., Dept. 64-K, 598 Madison Ave., N. Y. 22, N. Y. 


Gentlemen: Please send me your free booklet with complete information and 


data on Fiberglas Permadrain Gutters and Downspouts. 








Address. 


State 
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Sell Marlite for top remodeling profits 


...every room in the home is a prospective sale 


In addition to kitchens and baths, Marlite’s wide 
range of sizes, colors and patterns make it ideal 
for living rooms, dining rooms, bedrooms, play- 
rooms, dens, recreation rooms, utility rooms — 
new or remodeled! 

One of your highest profit items both in per- 
centage and in total dollars of profit per sale, 
Marlite is perfect for remodeling. Nothing else 
does the job so well, quickly transforming old 
walls and ceilings into permanently beautiful new 


ones. The baked melamine plastic finish resists 
heat, moisture, grime, and stains. It stays like 
new for years with an occasional damp cloth 
wiping. 

Recommend and sell Marlite for any room — 
upstairs or down. Get complete information (plus 
new ad mats and radio announcements) to help 
you get started from your Marlite wholesaler or 
representative —or write Marlite Division of 
Masonite Corporation, Dept. 1141, Dover, Ohio. 


WMPROV, 
wt % 


* ® 
Marlite plastic-finished paneling 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 5809 
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THE DEMOCRATIC LANDSLIDE is expected to result in more liberal housing 
legislation when Congress meets in January. AS we reported in 
the last issue, Senator Lyndon Johnson, now more powerful than 
before, has expansive ideas for housing. 









Senator John Sparkman, chairman of the Senate housing sub-committee, 
will be the expeditor. Speaking before mortgage bankers this month 
in Chicago, Sparkman declared that 16 million sub-standard homes 

needed replacing. 




















Predicting more prefabs. Sparkman said: "The time will come when homes 
will be turned out on the production line. We will look back with 
amazement at the out-dated methods in use today.” 




















DEALER REACTION HAS BEEN RAPID and consistently favorable. Business pickup is 
expected and an open throttle for more direct loans, more Fannie Mae, 
a good chance for the Savings & Loan co-insurance plan. 







Easier credit will reach the market at a time when new construction is 
showing better-than-sSeasonal strength. Home building expenditures, 
according to the Department of Commerce, hit $1.3 billion in October, 
up 12% from October of 1957. Store trade was brisk, but home 
improvement business declined seasonally. 













q 

FHA NO LONGER IS MAKING full mortgage insurance commitments, but the new plan of 
letters of agreement are in Norm Mason's words "agreements that FHA will 

and can live up to." 












Speaking in Chicago this month, Mason described how he ran out of 
money in mid-October largely because the existing housing market 
expanded to become about two-thirds of FHA's business. 









Letters of agreement, according to Norm, are simply a device to buy 
time until the kitty builds up and Congress considers a higher 

authorization for the agency. Bankers seem to be going along, but 
with some dragging of their feet. 











PITTSBURGH PLATE GLASS is now the only major glass producer still on strike. 
L.O.F. and little glass companies settled for a basic 8¢ more an hour 
with other package improvements. 






Pittsburgh also agreed to the same wage increases, but balked at union 
efforts to interfere with management's basic control of the business. 

It's become a matter of principle and those in the know indicate their 
strike could continue for some time. fea Ot 
























MARQUETTE HAS FROZEN CEMENT prices for the entire year of 1959. The last raise 
of 5% was made in January of this year. S. L. Cribari, the company's 
vice-president of sales, commented they wished to end the wage price 
spiral and give buyers firm prices for longer periods than the traditional 
calendar quarter. Other cement companies will probably follow Marquette. 







Keen competition seems to have shattered the long-standing gentlemen's 
agreements on prices among producers. Cement producing capacity now 
exceeds demand by a wide margin. A check in other fields supplying 
the building materials industry indicated that Marguette's policy on 
pricing stabilization has a slim chance of being copied. Our calls 
brought forth comments of disbelief and hedging. 
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Wua-GARD Automatic 





Anodized Aluminum 








MAIL BOXES : DOOR BOTTOM 





Up auto- DOWN snugly 
matically to against floor 
clear corpet to seal out 
easily when drafts when 
door opens. door closes. 


Here's the perfect automatic door bottom and draft 


. Available in 5 ex- eliminator for ALL doors. Smartly designed with 

700 Series citing anodized silvery-satin finish—will not rust or tarnish. Furnish- 
finishes: gold lid ed in standard lengths—28”, 32”, 36”, 42” and 48”. 

on black box, 


FREE black lid on gold Extruded Aluminum 


box, black lid on 
black box, gold lid 
Engraved pomagye sy ha aad THRESHOLDS with Vinyl insert 
Name Plate with anodized alumi- 
num lid and box. 
every box 





Each M-D Mail 
Box has a blank 
name plate. An 
order form and 


nvel > in- ; 

sid — ‘aa T: : z This beautiful vinyl- tyre threshold is available in either Alacrome 
side t e box. 19 z i * ‘ or Anodized Albras finish. Albras is a permanent anodized color 
personalize” mail ‘ ’ that will never tarnish—never needs roa Available 334” wide 


box, your custom- high 


er returns plate to 7 
us for FREE en- 
graving of name 
x Ike Numetat 


Made of extra thick wool felt and 
heavy gauge stainless steel, brass or 
aluminum. Standard lengths. Packed 
1 doz. same length to carton. 


by %” or l'” high or 154” wide by 

















M-D Mail Box Holder 
No. 44 for 4” x 4” 
wood posts 





M-D Rural Mail Boxes are 
available in 4 beautiful life- 


time finishes that never rust or . PN 
: M-D EXTRUDED 


tarnish. Albras (brass color), 

Albright (chrome bright), Al- HEAVY DUTY M-D EXTRUDED 

black (black), and Alacrome DOOR BOTTOM ~ 

(natural aluminum). Standard M-D Mail Box Holder HEAVY DUTY DRIP CAP 

No. 1 size. Approved by U. S. No. 150 for 11/2” Extruded aluminum and Extruded heavy duty drip cap—in 

Postmaster General. metal pipe. felt door bottom—in nat- natural finish or anodized finishes. 
ural or anodized finishes. 
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P. O. BOX 1197 — OKLAHOMA CITY 1, OKLAHOMA 









are BeS7 SELLERS “in the house” 


Vimetal WEATHER STRIPS Aluma-Slide 
(md | Sets for Doors imd| [MO siping DOOR TRACK: 


For Y,”. ,”, ¥,”, 1,” 
























AVAILABLE IN or %4” sliding panels a = 
STAINLESS STEEL of glass, plywood, aa 
OR BRONZE masonite, pegboard. N 


Aluma-Slide alumi- 
num track sets can 
be used on any size 
cabinet. Fast, easy 
installation without 





MUU 


This complete package unit means easier handling special tools. In 
for you .. . easier installation for your customers. packaged sets with 
M-D Numetal door sets are available with regular holes drilled, screws 
door bottoms or with any M-D threshold. furnished and 











instructions 








ed om Jamb. Up 
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WEATHER "STRIP }ammcan:s| 
EXTRUDED ALUMINUM & VINYL 
Made of sturdy, extruded aluminum p>—""| CLOSET 
and tough, durable vinyl]. Perfect for SETS 
wood or metal doors. Comes com- 7 [ 
pletely packaged with necessary cree | 
strip, nails, screws and instructions. 1 
. 5 Se = pi 
"RECORDS FAMILY ROOM 








Ay; MeWay 
WEATHER STRIP 





Shelf-Mounted 


CLOSET RODS 


Here's a sturdy, 
extruded alumi- 
num rod with nylon 
hanger-glides 
that slide easily. 
Completely pack- 


CALKING & GLAZING coal san ae 
COMPOUND 


AN (ALK [ mret , beter Home paerniiZs 
World’s best calking * 5 ] 
compound available in a 2 < ——: 


loads, with or without uy 
nozzle .. . hand squeeze 4 eee) ae 


tubes . . . or 1/2 pt., pt., 
| Successfe J 
BR onec— itien 


qt. and gal. cans. Also 
POPUL VE 


$-gal. and 55-gal. drums, 
Na-Glaze | — SONG wan EE 


Fast-selling because it's so easy 
to put on. This is the “original” 
coil metal and wool felt weather 
strip. Each individual carton con- 
tains one 18 ft. roll with nails and 
instructions. Packed 12 cartons in 
free display. 


































gun or knife grade. 

You can use and recom- 
mend this glazing com- 
pound with complete 


confidence that it always GLAZING 


‘stays -, Packed in 


and qt. cans, Compound 
4 Re oi 100 ib. 880 oP 
Ib. drums. = 


sities 


der today! 
DEALERS shipped | BUILDERS -p pred. 


Your order & 



















17 magazines will carry 


1 97 ,000,000 Messages 















} M-D Syed ld nationally 
promptly! ed sellers. ponte lumber an to your customers 
pec building supply dealers. about M-D products! 


nationally advertised. 








124 ads (some in 2 colors) will 
cover the line of M-D products and 
create store traffic for youl 







RUSCO hito 6 
PICTURE WINDOW +. << DOOR 


. with baked enamel finish 


S NEW # DIFFERENT... 


IT’S AMERICA’S MOST BEAUTIFUL DOOR! 
REGULAR PRICE: $59.95 $3995 


Now being offered at special low retail prices: 














with glass panel 


Or $29.95 as a screen door only! Finest quality hardware included. 
YOUR CUSTOMER SAVES $20.00! YOU BUILD VOLUME AT FULL PROFIT! 


5 YEAR FACTORY WARRANTY 


... against oxidation, pitting and corrosion! This deterioration costs 
America six billion dollars annually! These all weather doors are made 
of tried-and-proven zinc-coated tubular siééi, finished in beautiful 
white baked enamel. They positively will not corrode, pit or oxidize 
like ordinary metal doors! 


AMERICA’S MOST BEAUTIFUL DOOR... so strikingly beautiful that it 
sells itself at point-of-sale! Gleaming white baked enamel finish is as 
easy to clean and maintain as a refrigerator . . . more durable than 
the finish on a fine car. Streamlined picture window glass panel is 
easily removed for full-screen ventilation. Fiberglas” screen filters out 
dust and dirt... won't rust... never needs painting. 


AMERICA’S MOST DURABLE DOOR... has been slam-tested over 

125,000 times . . . equal to 50 years of normal use! Rugged tubular 

construction makes it the strongest, sturdiest door available anywhere 
. at any price! 


AMERICA’S GREATEST DOOR VALUE EVER . . . made and backed by 
The F. C. Russell Company ... the oldest and largest company in the 
combination window and door field. More than 15,000,000 RUSCO 
Units in service today. Never before have RUSCO Doors been offered 
at these low prices! 


13 SALES-PRODUCING DECORATOR COLORS... to retail at $10.00 net 
extra; Gray, Terra Cotta, Calvert Green, Fern Green, Amherst Green, 
Old Ivory, Light Brown, Dark Brown, Sun Tan, Ranch House Red, Haiti 
Red, Isthmus Blue, Aluminum. Copr.1958 The F. C. Russell Co 


(Pikes 
Tee @eeeeeeees eee eeeeeeeeeeeeeeee eee 


SPECIAL TRIAL OFFER! 


a 
6 
ae 
2 
Door sells on sight with this attention- getting display. : 
Consists of full-size door, sturdy display legs, hard-selling . 
sign... and all hardware. Grille extra. Complete display “ 
occupies less than 4 square feet of floor space. No risk... e 
door is popular 2/-8” x 6’-8” size which you can sell easily. . 


COMPLETE DISPLAY... ONLY $30.00 FREIGHT PREPAID § 

















ATTENTION WHOLESALERS: 


Here is your opportunity to cash in on the greatest 
door promotion of all time! 





e Full Profit For Your Dealers! 
¢ Full Profit For You! 
¢ A Great Value For The Consumer! 


nN oS RUSH YOUR ORDER NOW. . . cash in on the greatest door value ever! 
=<" ~The F C RUSSELL C0. pvept. at-1158 columbiana, Ohio 
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H-m-m-m=-m 
So smooth | f 
All Roll eee i Pe) ae AN 


EXTRUDED (a 


ALUMINUM TRACK 


Fd 
we 


LIFETIME 
NYLON ROLLERS 


SELF-LUBRICATING 
BEARINGS 


VERTICAL 


V-GROOVE <A -—= ADJUSTMENT SLOTS 
TRACK i. Se 
HORIZONTAL 
ADJUSTMENT SLOTS 


Versatile HAR-VEY Sliding Door Ss 


simply reversing the hangers between outer and inner 
designed fo cut your doors. This feature pays a bonus not only to your cus- 


tomer in fast, easy installation but to you by cutting 


inventory and sales cost... omer in fast, easy in but to you by cuttin 
your inventory, handling and sales costs. You never 
fashioned for the sales and have to pass up a sale... Har-Vey’s 707 Series adapts 


‘ : is to both 34” and 13%” doors—there’s only one set to 

profit-minded builder handle and it virtually eliminates a stock shortage. 

However ... there’s a Har-Vey line designed to meet 

Har-Vey Sliding Door Hardware comes complete (in- any requirement and fashioned to satisfy the most 

cluding pulls and track) in one HandiPak . .. Har-Vey’s discriminating buyer. Look for the Har-Vey name 

versatile 707 Series is just what your customer wants stamped on metal parts . . . your assurance of su- 
it accommodates either 34” or 134” doors by perior quality. 


These features make Har-Vey the answer to your customer’s needs 
RIBBED STEEL, PLATED HANGERS = ADJUSTABLE NYLON DOOR GUIDES , SELF-LUBRICATING NYLON ROLLERS | COMPLETE IN ONE HANDI-PAK 


Comes complete in Handi- 
Paks. Contains everything 
you need for quick, easy 
installations. Includes pulls 
and aluminum track. 


Quality Nylon rollers with 
self-lubricating bearings pro- 
vide a lifetime of smooth, 
positive action door control. 


Adjustable Nylon door guide 
eliminates scraping sounds 
...No grooving bottom of 
doors ...easy to install. For 
By-Passing 34” to 134” doors. 


Unusually rigid, cadmium 
plated steel hangers have 
vertical and horizontal ad- 
justment slots for fast, easy, 
accurate alignment. 








for complete information write to... World's largest 


manufacturer of 


AMERICAN SCREEN PRODUCTS COMPANY window screens 
General Offices: 61 E. NORTH AVENUE 
NORTH LAKE, ILLINOIS 


©1958 by American Screen Products Company 





SCREENS 
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CLINTON 
LOEO wi 
FABRIC 


—_ maf 71 


WELDED WIRE FABRIC 


Lumber dealers who supply building materials to 
contractors, or who have a ready-mix concrete opera- 
tion themselves, increase sales by stocking, using and 
recommending Welded Wire Fabric reinforcement 
for concrete construction. 

They have discovered that CF&I Clinton Welded 
Wire Fabric reinforcement gives concrete many 
important benefits: 

Permanence—Clinton Welded Wire Fabric helps 
concrete resist cracking and provides tensile 
strength to minimize the effect of temperature 
extremes. If a crack develops, the fabric holds it 
tightly together, preventing it from expanding. 


WHEN THEY ASK... 4 


SAY YES... WITH 


Low maintenance costs—reinforced concrete 
keeps its smooth, attractive surface for years, 
eliminating repair or replacement costs. 


Inexpensive and easy to install—you just un- 
roll Clinton Welded Wire Fabric in place. It 
more than pays for itself through the many extra 
years of service it imparts to concrete. 


For a more profitable operation, use and recom- 
mend Clinton Welded Wire Fabric. You will in- 
crease sales because you assure customer satisfaction. 
Contact our nearest sales office for more complete 
information. 


CLINTON 


WELDED WIRE FABRIC 


THE COLORADO FUEL AND IRON CORPORATION 
5903 


THE COLORADO FUEL AND IRON CORPORATION—Albuquerque * Amarillo * Billings * Boise * Butte * Denver * El Paso * Ft. Worth * Houston * Kansas City 


Lincoln (Neb.) * Los Angeles * Oakland * Oklahoma City * Phoenix * Portland * Pueblo + 
WICKWIRE SPENCER STEEL DIVISION—Atlanta * Boston * Buffalo « 
CANADIAN REPRESENTATIVES AT: Calgory * Edmonton * V. 


CF&l OFFICES IN CANADA: Montrecl * Toronto ° 
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Salt Lake City * San Francisco * San Leandro * Seattle * Spokane * Wichito 
New York * Philadelphia 
* Winnipeg 


Chicago * Detroit * New Orleans 
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Management People Tell NRLDA: 
Expand Into Four Divisions 


A drastic realignment of the 
National Retail Lumber Dealers As- 
sociation is recommended in a man- 
agement study of NRLDA just com- 
pleted by Cresap, McCormick and 
Paget. 

Hearings on the report were sched- 
uled for the NRLDA annual direc- 
tors’ meeting in Chicago, as this issue 
went to press. 

NRLDA president James C. O’Mal- 
ley told American Lumberman he did 
not expect the report to be “contro- 
versial.”” Other sources say that a 20- 
page “rebuttal” was issued from 
NRLDA headquarters to directors. 

“The report is so comprehensive that 
agreement on it is highly unlikely,” 
said one secretary. 

Several officials said that the pro- 
posals were excellent but not within 
the scope of the NRLDA. 

“It’s like telling a man making $8,- 
000 a year that he should live in an 
$80,000 house,” one observer said. 
Expansion of the national associa- 





New Wood Framing Rules Among FHA 


tion has been discussed among deal- 
ers for years. Also, it is no secret that 
many a tug-of-war has been fought 
between the national headquarters and 
a number of the regional federated 
associations. One regional secretary 
told American Lumberman that the 
proposed report included “what we 
have been suggesting for years.” 

Main points. Although the Cresap, 
McCormick and Paget report was 
withheld from the press, reliable 
sources told American Lumberman 
that two major proposals were as 
follows: 
* Set up four major divisions, each 
to be headed by a responsible execu- 
tive. First division to be activated 
would be regional and state associ- 
ation relations. 
* An annual budget for $245,000 to 
finance the expanded program. This 
would begin in 1960. 

Watch American Lumberman for 
more details on the report and any 
action on it by the association. 


Minimum Property Standards 


A section on structural design in 
the new national Minimum Property 
Standards for Federal Housing Admin- 
istration lets you develop your own de- 
signs, subject to approval by FHA. 

The revised MPS for one and two- 
family homes replaces the 28 regional 
variations. They will probably go in 
effect in the spring. Meanwhile, copies 
may be obtained for $1.75 each from 
Government Printing Office, Wash- 
ington 25, D.C. 

Single studs on window opens up 
to 36” are now approved. Headers 
may be end-nailed. 

Windows can be flush mounted 
against top plate with a continuous 
header of 2x6s. 

The MPS’ includes rules for such 
construction as post and beam, trussed 
rafters, roof beams. These were for- 
merly approved only at regional level. 

Grade marking is still left to local 
office discretion. 

Rules to get a “materials release” 
on new products are included in the 
new MPS. 


A table is given which shows mini- 
mum moisture content of lumber re- 
lated to climate areas. 

Protection against termites must be 
provided in the southeast and most of 
California. This can be done by con- 
crete foundations; metal shields; rein- 
forced concrete foundation caps; soil 
treatment or treated lumber. 

Threaded nails must be used for 
wood shingles or shakes on plywood 
roof sheathing. Nails must go into 
sheathing at least 1” into roof plank 
decks. Threaded nails must be used 
for wood shingles on side walls. 

Sketches give detailed requirements 
for grade beams. 

Minimum room sizes are up 
slightly, but designs of rooms more 
flexible. Storage requirements are up. 


Need a Slogan? 

Hingham (Mass.) Lumber Co., Inc. 
has a slogan that most dealers will 
find hard to beat: 

“Prices are born here and raised 
somewhere else.” 
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Revise Standard 

The woodwork industry is consid- 
ering the adoption of a revision of 
Commercial Standard CS163-52, pon- 
derosa pine windows, sash and 
screens, according to the Commodity 
Standards div., U. S. Department of 
Commerce. 

The revised requirements for 
screening, glazing and the dropping of 
certain sizes as standard stock sizes 
are described in a recommended re- 
vision of the standard, which has been 
released for industry consideration 
and acceptance. 

This revision, the third edition, was 
proposed by the National Woodwork 
Manufacturers Association and was 
previously approved by the Standing 
Committee for CS163-52 as well as 
other groups. 

Limited copies of the recom- 
mended revision, TS-5418, may be 
obtained without charge by writing 
Commodity Standards div., U. S. De- 


partment of Commerce, Washington 
fay be 











New FHA Folder Promotes 
Remodeling Sales 


A valuable merchandising aid for 
dealers interested in promoting home 
modernization sales is offered in a 
four-color folder just released by the 
FHA Title I office in Washington, 
D.C., pictured above 

The folder, 34%” x 614”, stresses 
the ease of getting Title I loans for 
such improvements as roofing and 
siding. It points out that one out of 
six homes needs new siding; one out 
of five needs new roofing. 

Even more significant, the text ex- 
plains, is the fact that many home- 
owners don’t realize they are letting 
their homes become obsolete. Home- 
owners are urged to consult a dealer 
and then obtain a Title I moderniza- 
tion loan from a_ local lending 
institution. 

For a free copy, write Insulating 
Siding Assn., Dept. AL, 530 Echo 
Lane, Glenview, III. 
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DELAMINATION without exposure is ap- 
parently caused in this panel by white 
pocket in inner plies. Research shows this 
condition affects durability of protein 
glue-lines. Extended resin glues are said 
to be satisfactory. 


ADVANCED WHITE POCKET shows up in 
fir plywood roof decking on a tract 
home. On another job, material like this 
was so poor a New Jersey carpenter 
stepped through a panel to his hip. In- 
cidents like this are causing building in- 
spectors to rule out plywood. 


Move to Amend Standards 
Sets Off Plywood Fight 


The question: how black is white speck? 


Fir plywood circles began buzzing 
last month when the Douglas Fir Ply- 
wood Association made formal appli- 
cation to the U. S. Department of 
Commerce for an amendment to 
CS45-55, the commercial standard 
governing manufacture of fir ply- 
wood. 

The amendment application 
brought to a head the problem re- 
sulting from a form of wood decay 
commonly called white speck or white 
pocket. It affects about half of old 
growth fir timber in southern Oregon. 
The amendment spells out in detail 
the limitations on the amount of 
white speck to be permitted in ply- 
wood manufactured to meet CS45-55. 

DFPA officials told American 
Lumberman the amendment “is in- 
tended to permit more economical 
use of available white pocket veneer 
without impairing the strength and 
glue-line durability of the panel.” 
The amendment is being sought now, 
they said, because it would take at 
least a year to obtain entire revision 
of the current standard. 

Deep-rooted argument. DFPA’s 
move climaxes a debate which has 
raged in the industry for several 
years. 

William Swindells, a past president 
of the West Coast Lumbermen’s As- 
sociation, prominent in fir plywood 
circles and head of Willamette Na- 
tional Lumber Co. and Western Ve- 
neer & Plywood Co., heads the op- 
position. Swindells says the current 
commercial standard for fir plywood 
does not need revision, only inter- 
pretation. 

“It is premature to amend it now,” 
he said. 

The fight goes back to 1955 when 
CS45-55 was written. The industry 
agreed to phrasing which limits the 
areas of white pocket in any grade of 
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veneer to the size and frequency of 
other defects described, such as 
knotholes, splits and pitch pockets. A 
key phrase also prohibits defects that 
would “significantly impair the 
strength or serviceability of the 
panel.” 

A. W. Agnew, chairman of the 
DFPA management committee and 
general manager of the Pacific Coast 
Co. commented: 

“The vast majority of the industry 
interprets CS45-55 as _ prohibiting 
white speck.” The opposition mill op- 
erators disagree. Pressure has been 
growing on DFPA to permit white 


speck in panels 
trademarks. 

Research financed. In 1956, in re- 
sponse, DFPA financed an intensive 
research program by the U. S. Forest 
Products Laboratory, Madison, Wis., 
to solve the white speck problem. 
The association’s proposed amend- 
ment to the commercia! standards is 
based on a preliminary report of this 
research. The final report, DFPA 
says, will be available shortly. 

Dissatisfied with the progress at 
Madison, opposition mills headed by 
Swindells engaged Timer Engineering 
Co. to run tests on fir plywood 
sheathing made with varying amounts 
of white speck. Timber Engineering 
Co., known as TECO, is a subsidiary 
of National Lumber Manufacturers 
Association. 

The Forest Products Laboratory 
research was intended to determine 
the limitations on white speck neces- 
sary for a grade of veneer that would 
have gluing and strength consistent 
with D-grade veneer commonly used 
for inner plies and backs of C-D 
sheathing and _ other _ interior-type 
grades. The TECO study was an at- 
tempt to see how much infected ve- 
neer might be used as inner plies and 
backs in C-D panels without impair- 
ing the strength of the material. 

After completion of the TECO 
tests, Swindells engaged TECO to 
station inspector-technicians in four 
plywood plants. Their job is to certify 
that the panels come up to TECO’s 
veneer specifications set up by its 
tests, and hence comply in their in- 
terpretation with the present com- 
mercial standard for fir plywood. 

This action challenges for the first 


carrying its grade 


(continued on next page) 








HANGERS are used to support the self- 
service hardware items. Note how small 
steel washers give the hangers a good 
grip on the expanded mesh. 


CABINETS need not block customers’ 
view of other parts of the store. Flattened 
expanded metal is painted to match the 
cabinets. 


See-Through Display from Expanded Metal 


play one day while visiting a futuris- 
tically decorated restaurant. Return- 
ing to his shop he built a frame of 
2x6 lumber, mounted a sheet of the 


Flattened expanded metal, painted 
dull black, provides a “see-through” 
backing for hardware self-service dis- 
play racks at Millwork Mart, Sacra- 
mento, Calif. The Millwork Mart is the 
retail store division of California 
Manufacturing Co., cabinet manufac- 
turer. The flattened expanded metal 
is a standard stock item with steel 
warehouses, can be obtained in a va- 
riety of finishes. 

Norman Morrison, manager of the 
Millwork Mart, got the idea for dis- 


flattened expanded metal in_ the 
frame and spray-painted the assembly. 
He found that standard perforated 
board hangers and hooks work well 
to support the packets of self-service 
hardware. Metal washers are used to 
give the pegboard fixtures a good 
grip on the mesh of the expanded 
metal. 
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Evanite pre-finished 
Perf-O-Bord Hardboard 
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aes eceeonse te se seened 


EVANEER FIR PLYWOOD is preferred by users because of its 
consistently high quality. Both interior and exterior are DFPA 
grade-marked. 


EVANITE HARDBOARD specialities are fast-selling . . . guar- 
Gvancer” Fir Pyweed antee a good profit to the dealer. Now available with baked-in 
factory pre-finish in Driftwood Ivory tone. 


Your jobber can receive both Evanite hardboard and Evaneer 
fir plywood in the same carload. 


EVANS PRODUCTS COMPANY 
Dept. S-11, Plymouth, Michigan 


Pia. 
levans Evaneer and Evanite are trademarks 
\ A } of Evans Products Company 

/ 


It pays to buy from your jobber! 


EVANS PRODUCTS COMPANY also produces: fir lumber; ‘‘Evanite’’® battery separators; 
railroad loading equipment; truck and bus heaters; bicycles and velocipedes; Haskelite 
PLYWOOD AND MARDBQAND building panels, Plymeti & doors; Evanite Plywall * SALES OFFICES: Plymouth, Michigan | 
Danbury, Conn. « Chicago, lilinois * Los Angeles, California » Tampa, Florida » Coos Bay, Oregon | 
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PLYWOOD FIGHT 


(begins on page 20) 





time DFPA’s 
“approved _ testing 
plywood. 

Inspection costs. The cost of 
TECO’s inspection service is reported 
to be 30 cents per M sq. ft., with a 
technician on duty in the mill at all 
times. DFPA’s dues are based on a 
package cost of 75 cents per M sq. ft. 
for inspection, testing and national 
sales promotion. TECO’s charges do 
not allow for trade promotion. 

“There will always be plants who 
don’t go for the 75-cent DFPA fee,” 
Swindells said. “Plywood Products, 
one of the TECO-inspected plants, 
had no outside quality control prior 
to this program. It has a monthly ca- 
pacity of 12-14 million square feet. 

“Please make it clear I believe 
DFPA does a terrific job of trade 
promotion,” he said. 

“We oppose the amendment to the 
commercial standard because we feel 
the tests are inconclusive and because 
we haven’t seen the formal report as 
yet. Under our plan, we have made 


position as the sole 
agency” for fir 
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the present commercial standards 
workable,” he added. 

Timber Engineering Company’s 
Carl Rishell told American Lumber- 
man: 

“Our report on our research is the 
property of Western Veneer & Ply- 
wood Co. of Lebanon, Oreg., and the 
specifications also belong to them and 
can be released only through them.” 

What the amendment says. The 
amendment proposed by DFPA spells 
out the limitations on white speck 
permitted in veneer equivalent to 
D-grade. This enables the industry to 
use about 20% of the infected timber 
available. Opposition stems from the 
view that these limitations are more 
rigid than necessary. 

The amendment also stiffens the 
glue-line testing procedures for in- 
terior-type fir plywood to overcome 
difficulties now posed by some inte- 
rior-type adhesives, particularly ap- 
parent when used on white speck 
veneer. 

“The Forest Product Laboratory Re- 
search shows that a grade of veneer 
containing controlled amounts of 
white pocket in combination with 
knots can be made and glued,” DFPA 


spokesmen say. They claim that pan- 
els made with this grade should show 
no impairment of strength or glue-line 
durability. 

The first vote on the proposed 
amendment was 65% of production 
in favor. Since then, DFPA says the 
majority has grown to about 68%. 

“This is possibly the most impor- 
tant decision the industry has faced in 
recent years,” said Agnew. “Pro- 
ducer after producer who have had 
white speck veneers available have 
not used them, or if they have, there 
has been no attempt to put a com- 
mercial standard stamp on _ plywood 
containing them. 

“There are others who don’t see it 
this way. I don’t know who is right. 
I know the vast majority do not be- 
lieve CS45-55 as presently written al- 
lows white pocket. 

“They feel an amendment is right 
and necessary before white pocket 
can be used in fir plywood, as deter- 
mined by the Forest Products Lab- 
oratory, to meet commercial stand- 
ards. This vast majority has been on 
the wrong end of a dual set of eco- 
nomics which has hurt this industry 
as a result.” 





Hoo-Hoo Will Support 
Wood Promotion Program 


The Concatenated Order of Hoo- 
Hoo, fraternal order of lumbermen, 
officially endorses the new wood pro- 
motion program of the National 
Lumber Manufacturers Association. 

Meeting in Milwaukee last month, 
the Supreme Nine set up a commit- 
tee to work with NLMA on a contin- 
uing basis for wood promotion. 

Robert E. Gallagher, newly-elected 
Snark of the Universe, headed the 
Supreme Nine Conclave. 

Hoo-Hoo plans to give annual 
awards to architectural students for 
the best use of forest products in de- 
sign. Awards of merit will also be 
made to local architectural firms 
designing structures using forest 
products. 

Training. The Supreme Nine rec- 
ommended that Hoo-Hoo clubs spon- 
sor sales training meetings. 

A membership campaign is also 
planned. A committee will be formed 
to promote the Hoo-Hoo program to 
the industry. 

Club directives. New instructions 
for Hoo-Hoo clubs are as follows: 

(1) The descriptive term “Fraternal 
Order of Lumbermen” should be in- 
cluded and used in connection with 
the name of the Order in all publicity. 

(2) Clubs should periodically print 
club rosters. 

(3) Clubs are required to check the 
national status of all active Club 
members. 

(4) A white cap bearing the Black 
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Cat insignia is to be furnished, to be 
worn by the Visiting Officer acting 
as a member of the Concat Degree 
Team. 

(5) Regional and/or jurisdictional 
meetings patterned after a Hoo-Hoo 
convention are to be held wherever 
and whenever practical. 

(6) The date for the application of 
the penalty for late payment of dues 
advanced from January 9 to March 9. 

Conventions. The board announced 
that the next national convention will 
be in Duluth, Minn., Sept. 13-16, 
1959. Other convention sites are Hot 
Springs, Ark., 1960; Miami, Fla., 
1961; Chicago, 1962; Vancouver, 
Canada, 1963 and Toronto, Canada, 
1964. 

Membership details can be ob- 
tained from Hoo-Hoo headquarters, 
404 East Wisconsin Ave., Milwaukee 
2, Wis. 





Kentile Distributor Council 


Four distributors from across the 
nation will meet regularly with Ken- 
tile, Inc., officials to advise on prod- 
ucts, sales, advertising, and promo- 
tion, says Charles A. Neumann, vice- 
president of the Brooklyn floor tile 
producer. 

Council members will be elected 
by distributors at the second Kentile 
Distributors Conference, November 
30-December 2, at the Essex House, 
New York City. 


More Rooms at NAHB Show 


Almost 2,000 extra hotel rooms 
were assigned last month to the Na- 
tional Association of Home Builders 
Exposition in Chicago, January 18-22. 

A change in date from a previously 
conflicting convention made __ the 
rooms available. 

Non-members of NAHB can reg- 
ister with the convention and exposi- 
tion headquarters, 140 South Dear- 
born St., Chicago 3. Show your name, 
address, type of business, type of ho- 
tel accommodation desired and ar- 
rival and departure times for each 
person. 

Registration fees are $15 for men, 
$10 for women. Send check with res- 
ervation, payable to the National As- 
sociation of Home Builders. 





Power Tool Training 


A permanent series of product 
knowledge training schools has been 
set up by Rockwell Mfg. Co.’s Delta 
Power Tool division. George E. Rock- 
well has been named director of 
sales training. 





New Name for Carr, 
Adams & Collier Co. 

Caradco, Inc. is the new name for 
Carr, Adams & Collier Co., manu- 
facturers of Bilt-Well window units, 
door and cabinets. 

“Caradco is a contraction of the 
three family names associated with 
our company for 60 years,” said F. E. 
Bissell, Jr., vice-president, sales. 
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You can make money 
by promoting (ss) American 
Welded Wire Fabric Reinforcement 


Lh 








SELL BUILDERS 


Every sale of concrete offers a good op- 
portunity to add the sale of welded wire 
fabric reinforcement at a good profit. 
Builders are being pre-sold for you on 
the advantages of American Welded 
Wire Fabric in magazines like House & 
Home, American Builder and Practical 
Builder. All you have to do is let them 
know that you sell American Fabric. 
eS We have the ad mats and the promotion 

apes ‘ “e ie pieces you need to tie-in effectively and 
profitably . . . to merchandise American 
Welded Wire Fabric—and they are yours 
free. Just send the coupon. 








SELL HOME OWNERS 


American Welded Wire Fabric increases 
property valuation because it adds 30% 
to the durability of concrete. This in- 
creased durability results in a higher 
resale value and it cannot be added after 
completion of the home. 

Patios, swimming pools, and other 
concrete structures have a place in re- 
modeling and modernization projects. 
Home owners, too, are being alerted 
through advertising to the benefits and 
the low cost of American Welded Wire 
Fabric Reinforcement. 


USS and American are registered trademarks 


Be sure that concrete you sell is reinforced 
with American Welded Wire Fabric 
that has been sold by you 


@1 
4 | 
¢ . 
BUYERS WILL ASK “Ok | 
FREE MERCHANDISING AIDS! 

















= 


American Steel & Wire 
Rockefeller Building 
Cleveland 13, Ohio 


American Steel & Wire 
Division of 
United States Steel 


Please rush me your free profit-building kit that 
will help to tie-in with your advertising and sell 
American Welded Wire Fabric as an extra 
bonus on regular concrete sales. 


Columbia-Geneva Stee! Division, San Francisco, Pacitic Coast Distributors 
Tennessee Coal & Iron Division, Fairfield, Ala., Southern Distributors * United States Steel Export Company, Distributors Abroad 


November 24, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 10 on Coupon, page 80 23 





Self-Service Supers Try Package 
Selling for Home Improvement 


material retailers 
whose self-service stores have re- 
ceived national prominence §are 
changing promotion tactics. 

Hechinger’s in Washington, D.C. 
and the 2-year-old Lumberteria in 
Cincinnati are jumping into the pack- 
age remodeling business with both 
feet. 

With seven outlets in the Greater 
Washington area, Hechinger is meet- 
ing Sears competition head-on. 

Two Sears stores are almost across 
the street from Hechinger stores. Both 
sell installed jobs. Hechinger’s is mak- 
ing a strong bid for roofing, kitchen, 
attic and recreation room jobs, also 
appliance installation. 

Customer check list includes 26 dif- 
ferent types of jobs or products, rang- 
ing from combination doors to dens. 
The customer is asked to check 
whether he wants free measuring 
service, free estimating or literature. 

Hechinger is working through its 
contractor customers, but it stands 
behind all jobs 100%. 

Night hours, still a controversial 
issue in many areas (see American 
Lumberman, Nov. 10) are main- 
tained three nights a week at Hechin- 


Two building 


ger’s—Monday, Tuesday and Friday. 

Richard England, Hechinger’s mer- 
chandising manager, termed business 
the past four months “terrific.” Part of 
this stems from a recent 10% increase 
for federal employes. 

Idea selling. In Silverton, a Cincin- 
nati suburb, the McHugh brothers’ 
modern store was the prototype for 
the self-service supermart displayed 
at the 1957 NRLDA Exposition. 
Called the Lumberteria, it features 
do-it-yourself merchandise, including 
precut lumber. 

Bob McHugh of the Lumberteria 
told American Lumberman that sales 
emphasis is now toward home im- 
provement packages. This will include 
jobs sold on an installed basis. 

“We want and need big-ticket 
sales,” McHugh said. “Our advertising 
on pickup items is being decreased.” 

McHugh said that sales goals for 
the first year were not reached. But, 
he said, self-service, precut lumber is 
finally catching on. 

“Now we have to take advantage 
of our homeowner traffic and sell 
more big-ticket packages,” he said. 

One successful new product is ce- 
ramic tile for handymen, McHugh 
reported. 





Bankers Plea for Flexible Rates 
on Government-Backed Mortgages 


The problem of mortgage money 
can be solved if the Government 
would lift interest rate restrictions 
on federally-insured mortgages. 

That was the major theme empha- 
sized by speakers at the Mortgage 
Bankers Association of America meet- 
ing in Chicago earlier this month. 

Sen. John Sparkman (D., Ala.), a 
perennial architect of the fixed-rate 
policies, confessed to the bankers that 
he still was not convinced that freeing 
interest rates from present controls 
was needed. But he said that he had 
“an open mind on this question.” 

Typical of the hue and cry about 
more flexible interest rate control for 
FHA and VA insured loans came 
from Dr. Raymond J. Saulnier, chair- 
man of the President’s Council of 
Economic Advisers. 

“We should avoid laws that require 
federal purchases of mortgages with- 
out regard to competitive market 
conditions,” Saulnier said. 

Such restrictions tend to impede the 
flow of private funds in home financ- 
ing and to cause public funds to be 
used rather than private credit. This 
is a principal source of needless fed- 
eral spending, he said. 

Walter C. Nelson, newly-elected 
president of the mortgage banker 
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group, said: 

“Let the market prevail. Let the 
FHA do what it was originally in- 
tended to do. This was, in a free mar- 
ket, to obtain mortgage credit for the 
home seekers with down payments 
and maturities that would make home 
ownership possible for them. 

“If this were done, the violence of 
the fluctuations in housing would be 
reduced. The variations in_ interest 
rates would be relatively modest. 

“Home financing should not be 
used in a discriminatory way to serve 
as the balance wheel of the economy.” 

The VA case. A large market still 
exists for home mortgages among 
GI's, the bankers were told by Philip 
N. Brownstein, director of the loan 
guaranty service of the VA. 

“Ultimately there will be nearly six 
million eligible Korean veterans and 
so far only about 10% of them have 
used their GI loan entitlement,” he 
said. 

Despite the market, VA loan activ- 
ity may be slowing down, Brownstein 
said. “Discounts for VA paper are 
on the rise. Since the VA does not 
recognize discounts in its replacement 
cost, the builder or seller ultimately 
reaches the point of no return in his 
ability to absorb a discount,” he said. 


BACKER STRIPS of left panel interlock 
with those of right panel in new slip-on 
Loc-Wall. Nailing of backer strips (left) 
is hidden by next panel. 


13’ x 20’ Living Room is 
Paneled in Half a Day 


Just slip the panels together, nail on 
one side, and you get a snug, tight fit 
with no face-nailing except in corners 
and other hidden places. 

That’s the description of Loc-Wall, 
a new slip-together wood paneling 
with _factory-applied __ interlocking 
backer strips. It takes only 7.1 man- 
minutes per lineal foot to install in 
the living room where walls are 8’ 
high and where there are many win- 
dow and door openings. 

Twin City Testing Engineering Lab- 
oratory made the time test for Weyer- 
haeuser Sales Co., St. Paul, Minn. 

It took only 4.1 man-minutes to 
panel a lineal foot of wall in a base- 
ment with 7’ ceilings and the usual 
few openings. 

Loc-Wall is produced in panels 32 
inches wide and in lengths 7 and 8 
feet. It is offered in Idaho white pine, 
inland larch, inland red cedar and 
ponderosa pine. 

Sales aids for dealers, in addition 
to the time study report, include lit- 
erature, ad,mats, mailers, banners and 
counter displays. The maker recom- 
mends Loc-Wall for do-it-yourself as 
well as professional markets. 


CLOSE-UP shows how factory applied 
backing strips of 4-Square Loc-Wall lock 
together for snug application. 
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with 
EXCLUSIVE 


MILLERS FALLS 


pgole) 5 


Millers Falls ALL-NEW line of 
FULL-POWER SAWS 


Five all-new, deep-cut models, loaded with exclusive fea- 
tures and Millers Falls traditional high quality. You'll find 
here saws for every job — and every budget; with more 
power per pound than any others on the market. Three 
heavy-duty models feature quick-change integral depth 
and angle adjustments, safety window, and exclusive 
Micro-Guide. Two new standard-duty saws have 50% 
power boost over previous models, with professional fea- 
tures and performance that make light work of 90% of 
all sawing jobs. All are rugged, lightweight, perfectly 
balanced — and at prices unmatched for this quality. 


HEAVY DUTY STANDARD DUTY 


Blade Depth of Cut Blade Depth of Cuf 
Diameter at 90 at 45° Diameter at 90 at 45 


Ne. 800...814" ...2%” ...2%" RS AE PE RR 
OR eee ere No. 626... 619”... 2%,” ... 1%” 
Ne. 646...61%4”...2” ... 1,” 


MILLERS FALLS COMPANY «+ DEPT. AL-7 * GREENFIELD, MASS. 


BOOTH 
228 
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Small Lumber Mills on Way Out, 
Says Market Specialist 


“Stumpage prices in the western 
forests are holding steady,” says lum- 
ber price observer P. D. Mackie, Jr., 
manager of Lumber Communications 
Service, Seattle. “They don’t follow 
declining lumber prices. This is be- 
cause there is great pressure on what 
timber is available. 

“Private timber is getting into fewer 
hands,” he added. “The VU. S. Forest 
Service appears to be encouraging 
this trend. They are aiming at bigger 
lumber production units which can 
afford the woods crews and mill fa- 
cilities the Forest Service wants. The 
common price for stumpage is $50- 
$60. Some is up to $86 in the woods! 

“T see in this a drive toward the 
eventual decline of the small mill.” 

Mackie is in an excellent spot to 
observe lumber trends. His organiza- 
tion provides teletype communications 
for about 200 wholesale lumbermen 
with 37 sawmills in the Pacific north- 
west, distributing inquiries and mill 
offerings. 

“We are now putting into effect a 
service to wholesale lumbermen which 
will bring them daily information 
changes in transit car lists,” he told 
American Lumberman. 

“The transit car shippers on the 
west coast are performing a big serv- 
ice for the lumber dealer. They hold a 
rolling inventory for the dealer which 
can be diverted to him with minimum 
effort and time. Since the transit mar- 
ket is so sensitive, it gives dealers an 
opportunity to buy at the best prices. 
By careful selection from transit lists, 
the dealer can get good lumber every 
time.” 

Transit service offered. “We are 
placing teletype machines in each ma- 
jor lumber buying city, coast-to- 
coast,” Mackie explained. “Each day 
from 3 to 7 p.m., Seattle time, we 
send daily changes in transit car 
lists, new mill offerings, price changes 
and other vital lumber buying infor- 
mation. 

“Early the next morning, messengers 
deliver this information to lumber 
wholesalers in eastern cities. Even for 
wholesalers in a nearby city, where 
we deliver our nightly lumber buying 
data by mail, this information is re- 
ceived faster by at least a day than if 
it were sent direct by air mail special 
delivery.” 


Five Trade Groups 
to Hold Joint Show 


Five big home improvement trade 
associations have endorsed a SICOCO 
(simultaneous coordinated conven- 
tions) Trade Show. 

They will hold their conventions si- 
multaneously in Washington, D. C., 
January 8-12, with vice-president Rich- 
ard Nixon as key speaker. Ten days 
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after the big trade show was an- 
nounced, 55% of the 110 booths in 
the exhibition hall of the Sheraton- 
Park hotel were sold. 

The five associations holding the 
joint convention are: Building Spe- 
cialties Dealers International, Na- 
tional Metal Awning Assn., Alumi- 
num Window & Door Mfrs. Assn., 
Fiberglass Awning Assn. and Garden 
Supply Dealers National. 

Further details about the show may 
be obtained by writing SICOCO head- 
quarters, Dept. AL, Hotel Normandie, 
36th & Chestnut St., Philadelphia 4. 


National Distributor 


Cauchotex Industries, New York 
City, has named L&M Tile Products, 
Dallas, Tex., as its national general 
distributor to the tile industry for its 
company’s line of Fortex molded 
reinforced rubber and fabric buckets. 


Obituaries 


Arthur G. Hardman, chairman of 
the board, Hardman Lumber Co., 
Osborne, Kans., died recently. He was 
83. Hardman, along with his two broth- 
ers, founded the Hardman Lumber 
Co. about 50 years ago. The company 
now owns 25 yards in Kansas, Colo- 
rado and Nebraska. 

Allen W. Bird, 82, retired lumber- 
man, died recently. He had been 
associated for over 40 years with the 
Crossett (Ark.) Lumber Co. 


TESTS PRODUCT AT MOUNT RUSHMORE 
—Inspecting the effects of weathering 
processes on Jefferson's nose at the 
Mount Rushmore National Memorial in 
South Dakota is Glenn T. Jones, who is 
in charge of maintenance, building util- 
ity and sculpture. An experimental step 
in preserving the monumental carvings 
against the ravages of time, weather, 
elements and erosion was made this 
spring with an invisible water repellent 
coating, called Siliphane. A product of 
The Upson Co., Lockport, N. Y., the 
product was applied to the top of Wash- 
ington's head to test its effectiveness in 
preventing the sculpture from darkening 
and in warding off any evidences of 
erosion. 


Develops Lumber Brand Mark 


All lumber leaving the mill of Alli- 
son Lumber Co., Bellamy, Ala., is now 
being end-branded with a design fea- 
turing the name “Allison” in script 
lettering along with a symbolic draw- 
ing of the firm’s historic fire tower. 

Built of wood in 1922, the tower 
was the first such structure to be 
erected in Alabama. Although Alli- 
son has been producers of quality 
Southern Pine lumber since 1899, it 
has never branded its lumber until 
now. 


News Makers 


© Weyerhaeuser Timber Co., Ta- 
coma, Wash., announces the retire- 
ment of C. D. Weyerhaeuser as 
vice-president in charge of the For- 
estry, Lands and Timber dept., ef- 
fective Jan. 1, 1959. After 25 years 
of service, he will devote more time 
to other activities and continue as a 
director of the company. Edwin F. 
Heacox, presently managing forest- 
er, will replace Weyerhaeuser as 
manager of the department. 


© John A. Butler Jr., has been ap- 
pointed assistant manager of lumber 
dealer sales for Armstrong Cork Co. 


e Dr. Albert W. Stout has joined 
Georgia-Pacific Corporation’s depart- 
ment of research and development at 
its central laboratory in Hillsboro, 
Ore. An authority in wood preserva- 
tion, utilization of wood residues, glues 
and finishes, Dr. Stout has been for 
16 years chief research chemist for 
Western Pine Association and is also 
chairman, preservative standards ad- 
visory committee, National Wood- 
work Manufacturers’ association. 


© The Yale & Towne Mfg. Co., 
New York City, announces vice- 
president Leo J. Pantas has been 
elected a director of the company. 


e Allerton J. McEwan has been elect- 
ed vice-president in charge of sales, 
Rawlplug Co., Inc., New Rochelle, 
N.Y. 


© U. §. Plywood Corp., New York 
City, announces the retirement of Si- 
mon Ottinger as vice-president and 
secretary of the company. John P. 
Schlick, treasurer of the firm since 
1950, has been named secretary- 
treasurer. 


© Pope & Talbot, Inc., Portland, 
Ore., announces the appointment of 
Robert H. Rushing as general sales 
manager for all of its lumber prod- 
ucts divisions. 
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HUDEE RIM 

i in beauty and ” , — -~ ~— 

performance. Model lime aah a Se” ond tigntl 
562TC features one fully 
automatic ““Tem-Trol” 
and three “Circle- 
Simmer” speed top 
burners. Rich Satin 
Chrome. Hudee rim 
permits snug, flush 
mounting. Also 
available: model 562, 
without ““Tem-Trol.” 


built-in 64S" 


top burner units by 


WIDEST SELECTION EVER! 


Completely new, packed with features that sell! Roper’s 





Model $43 (left) 
with two “Circle- 
Simmer” speed top 
burners; model 543- mind r luxury-conscious. Roper mean lity 
TC (right) with one ed or | y-¢ S. per means top quality, 
“Tem-Trol” auto- 
matic, one “Circle- 
Simmer” speed top 
burner. new friends, more profits. Sell all-new Roper gas built-ins. 


top-burner line-up aims at all your prospects... budget- 


trouble-free service, complete customer satisfaction. Make 


Model 563TC is PROMOTE THESE ROPER "PLUSES” 
hown, with , : ‘“ 
“Tem-Trol” sale @ Roper "Tem-Trol" Automatic Top Burner @ “Circle-Simmer" Speed 


+= mana dh yd Top Burners @ Four Colors or Satin Chrome @ Smart New Styling 
burners. Also avail- 
able: model 563, 
identical, but has 
no “Tem-Trol.” 


Model 564, with 
four “‘Simmer- Geo. D. Roper Sales Corp., Kankakee, Illinois 


Speed” top burners. : she ® 
F P Please rush me full details on Roper built-in gas ranges. 


Firm Name_____ 


Individual ‘ 


Model 590, with 
four “Center-Sim- 
mer” speed top 
burners, “Tem- Address 
Trol” automatic 
fifth burner which 
converts to con- 
trolled-heat griddle. 








Iam a 








(type of business) ALI158 








GEO. D. ROPER SALES CORP., Kankakee, Illinois 





November 24, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 12 on Coupon, page 80 





what's thee PRICEP 


Mill prices. Western lumber prices at the mill are soften- 
ing, some lower as much as 10% below August highs. Fir 
plywood is down to $76. The major plywood producers say 
they have cut back production to balance supply with de- 
mand. Southern pine mills are said to have shortages in 
some standard items; prices appear steady and a good vol- 
ume of inquiries is coming in. 


Fir sheathing is weak and appears to be a good buy. No. 

2 cedar shingles in both 5X and 18” are in fair demand. Dry 

ponderosa pine 1x8 No. 4 looks like a hot item currently 

and is hard to get. Yellow pine 6” boards are in good de- 

mand but 8” demand is said only fair. Several southern 

mills reported that inquiries as well as orders in the last 

week before press time reached a new high for the year. In 

the Pacific northwest prices for logs holds firm in the face 

of softening lumber prices; No. 1 sawlogs are bringing $50 USE THIS MAP to pin-point areas covered by the prices listed 
with no trouble, and desirable stumpage is bringing that below. All prices given are before cash discounts or volume 
much or more in National Forests. discounts. Prices are averages. 


Current Retail Price Levels 
as reported by dealers to American Lumberman 
Marketing Regions (See map above) 


National Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone Zone 7 Zone 8 Zone 9 
Average North Middle Sovth East North East South West North West South Mountain Pacific 


Lumber Atlantic Atlantic Atlantic Central Central Central Central 


Standard quality framing $135 $145 $112 $100 
Best quality framing $145 $140 $125 — 
Sheathing lumber $130 $133 $100 $135 
34”x10” cedar siding $290 —- $250 
3/4,"x8" redwood siding $235 $275 $205 
Knotty pine paneling a $237 $195 
Plywood 
V4" AD fir plywood $128 $115 
34” AD fir plywood $300 $267 
34” A2 birch plywood $664 $600 $620 
V4" Philippine mahogany plywood $200 $220 
Doors 
1 36” Philippine mahogany door 

2-6x6-8 (2-8x6-8 where this 

item is standard) 
1 36” birch door (size: see above) 
Garage door, 8x7, 4-sec. overhead 


Building materials 


215 3 in 1 asphalt shingles 
Mineral wool batts, full thick 
12x12 ceiling tile 

12x12 acoustical tile 

25/32” insulating sheathing 
36” gypsum wallboard 








PONDEROSA PINE— SUGAR PINE 


Trade Mark WHITE FIR 
DOUGLAS FIR INCENSE CEDAR 
Annual Production 56 Million 


High Altitude, Soft Textured Growth 


Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


<iNe~ PBAYL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA ANDERSON, CALIFORNIA 
Sales Office at Susanville, California 
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Stanley presents the“BIG 67’ 


The BEG rule with the BEG sticks 


Stanley “BIG 6” has big sticks...30% thicker for ex- STANLEY ‘‘BIG 6’’ ON COUNTER, 
tra strength, longer rule life. IN BIN, OR ON WALL 
Stanley “BIG 6” has big, king-sized joints, perma- SELLS BIG! 
nently lubricated ...a longer lasting, more rugged rule. 
Stanley “BIG 6” has big black numbers and sharp 
black graduations embedded in white enamelled sticks 
protected by a tough, clear vinyl coating. 
“BIG 6” and “BIG 6F”, the companion inside read- 
ing rule, have been asked for by carpenters, plumbers, 
and other mechiéhics. They are built to outlast and out- 
perform rules with standard size sticks. The handy, 
hang-up sleeve lets you show the rule to best advantage. 
The price is right. Compare Stanley “BIG 6” for value 
with any folding rule available... you'll agree that 
“BIG 6” is a big value, a big buy loaded with big sell. 


Your wholesaler has Stanley “BIG 6” and “BIG 6F.” 
Stock up now for big sales. 








Stanley Tools, Division of The Stanley Works, New Britain, Conn. 


AMERICA Buitos SETTER AND Lives BETTER WITH STANLEY 


This famous trademark distinguishes over 20,000 quality products of The Stanley Works—hand and electric tools 


S TA N L bE VY + builders and industrial hardware + drapery hardware « door controls - aluminum windows - stampings - springs 


+ coatings - strip steel - steel strapping—made in 24 plants in the United States, Canada, England and Germany. 
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How’s Business ? 


Outlook good. Business looks good to lumber dealers in 
most parts of the country. October sales in general were 
better. Outlook for the rest of 1958 and early 1959 is en- 
couraging, dealers tell American Lumberman. Volume loss- 
es earlier this year may be almost recovered before year end. 

More smaller jobs appear in the offing. Contractors’ sales 
of houses are fair to good. Prices are extremely competitive 
in the middle and south Atlantic states and in most major 
metropolitan areas; in Denver, for example, where heavy in- 
dustrial and home building levels are high, prices are “mur- 


der”, according to dealer reports. 

“Wholesale lumber prices are higher than local retail,” 
commented a dealer in a south Atlantic area beset with 
heavy cash-and-carry competition. 

Building weather contributes to the outlook. In most 
parts of the nation it has been good, “excellent, as usual” in 
Florida, “marvelous” in California, “wonderful, warm and 
dry’ in Minnesota. But Texas and the Gulf states say, 
“Nothing but rain; builders haven’t been able even to run 
foundations.” 


Sales Pulse 
Marketing Regions (See 2p page 28 


Zone 2 
Middle 
Atlantic 


Zone 1 
North 
Atlantic 


Average 
National 


Change in sales, Oct. "58 vs 
Oct. °57 +8.4% 


Change in sales, 10 months ‘58 vs. 
10 months ‘58 


Accounts receivable, Sept. 30, "58 
Sept. 30, "57 


Inventory, Sept. 30, "58 vs. 
Sept. 30, * 


—2 % 


Outlook for sales, final quarter 
of 1958 


Weather for building and generol 
business Fair, 


some snow 


Zone 3 
South 
Atlantic 


9% 


Zone 9 
Pacific 


Zone & 
Mountain 


Zone 7 
West South 
Central 


Zone 5 Zone 6 
East South West North 
Central Central 


Zone 4 
East North 
Central 

+24% +5% 


4% 


Some rain 





THE LESLIE 
“SERIES 50” 


SLANT ROOF TYPE 


XC ~iCombines all 
=<x=z Ithese features: 


WRATHER 
FLANGE 





EASIER INSTALLATION—4” wide flange . . - no “legs” or 
“posts” to get in the way. 
WEATHERPROOF—wide flange around top of stack, plus 
parallel baffle in rear 
MORE FREE AREA--as certified by Metal Ventilator Institute 
BETTER APPEARANCE—streamlined, one-piece top, and 
roof-hugging design 
USE WITH FANS—8” diameter stack fits round duct. 
STURDIER CONSTRUCTION—full .025” aluminum, 26-gauge 
galvanized stee), screen securely attached. 
Available in galvanized steel or aluminum, the “50 Series” Roof 
Vent is YOUR best. answer to the demand for a vent that installs 
without trouble, that looks and performs well, and provides top 
quality at the right price. 


Write for Leslie Louver Catalogs 


/ ESLIE 
vy ‘ELDING Co., inc 


LS 2943 W. Carroll Avenue ¢ Chicago 12, Ill 
Circle No. 15 on Coupon, page 80 





REDUCE delivery costs 
SPEED UP deliveries 


Complcte 
Bed: Shipped 
KD. Easy 
Assembly & 


X 


truck 
SS 


a 


Mounting 


Unload a Load 
or Half Load at a Time 


Write, wire, phone for 
Catalog and Prices 


The R=-B Company 


1921 Guinotte, Kansas City 20, Mo. 


~ ai” 
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Bem. | 50 sa. ft. of Full-Thick 
ee Eide 
| HOME INSULATION 


fey -ler-Let-y- me | a 


wel rt 
Tal ve 








~ . ee 


LESS STORAGE SPACE LESS TRANSPORTA- LESS HANDLING COST LESS WEIGHT 

70% more L-O-F Glass Fibers’ TION COS T—Enough in- No lift trucks required. Light- Enables dealers to utilize loft 
Home Insulation can be stacked sulation for two homes still weight packages are easier to space without worrying about 
in same storage area than other leaves ample space on light stack, handle and load. floor load. 

types of insulation. truck. 


TURNS OVER FASTER BECAUSE IT CAN BE INSTALLED 
FASTER ...WITH MORE HOME COMFORT FEATURES... THAN 
ANY INSULATION ON THE MARKET TODAY! 


Available in regular widths and three thicknesses. A phone ‘ Co"? “=~, = 
wraet 


call to your nearest distributor assures immediate delivery. 
For his name, write: L-O+ F Glass Fibers Company, Dept. Heq@ 4-Wa 413148) 
58-118, 1810 Madison Ave., Toledo 1, Ohio. 


L-O-F GLASS FIBERS COMPANY tote00 1, ono 
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Dun: 1 ‘WAL SAFEGUARDS THE BEAUTY 
OF MASONRY CONSTRUCTION : 


Throughout the United States genuine Dur-O-waL Steel 
Reinforcing is being used in the mortar bed to provide lasting 
protection for the classic beauty of masonry construction 





You can provide timeless protection for tensile steel re-inforcing is trussed 
the flawless beauty of masonry with designed and custom fabricated to give 
time-tested Dur-O-waL. This high- masonry walls a backbone of steel. 


Specifications and Research data available on request. 


iitps gin’ yt eB 


Rigid Backbone of Steel. For Every Masonry Wall 


§ Dur-O-wol Div , Cedor Rapids Block Co., CEDAR RAPIDS, 1A. Dur-O-wal Prod, 
Inc., Box 628, SYRACUSE, N.Y. Dur-O-waol Div., Frontier Mfg. Co., Box 49, 
_ PHOENIX, ARIZ. Dur-O-wal Prod., Inc., 4500 E. Lombord St., BALTIMORE, MD 
Dur-O-wal of Ill., 119 N. River St., AURORA, ILL. Dur-O-wal Prod. of Alo., Inc., 
Box 5446, BIRMINGHAM, ALA. Dur-O-wal of Colorado, 29th and Court St., 
PUEBLO, COLORADO Dur-O-wal Inc., 165 Utah Street, TOLEDO, OHIO 
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Building Materials Empire Builder 


For a man whose father is president 
of the Empire Millwork Corp., Ed- 
ward M. Gilbert lives up to the com- 
pany’s name. 

Young, 34-year-old Gilbert’s em- 
pire, it appears, will be far-reaching 
and will encompass an endless variety 
of building materials. 

He has told a reporter that he has 
“long dreamed of putting together a 
large integrated building material com- 
pany that would include everything 
from shingles to doorknobs.” 

The New Yorker took a big first 
step toward realizing his ambition this 
year when he fought for financial con- 
trol of E. L. Bruce Co., Memphis. His 
election as chairman of the executive 
committee for the hardwood flooring 
producer ended a six-month scramble 
in stock purchases by Gilbert and his 
friends. 

Gilbert’s interest in Bruce began at 
least 10 years ago. “It caught my im- 
agination,” he said. “I thought to my- 
self, ‘I’d like to be with this company 
someday.” 

He began buying Bruce stock about 





Edward M. Gilbert 


three years ago. His personal invest- 
ment in Bruce today, it is reported, is 
more than $5 million. Several million 


more have been put into it by asso-| 


ciates. 
He regards the Bruce company as 
the “best name in the industry.” 


NSDJ President Sees Prefab Challenge 


Prefabrication of component parts 
and new methods of construction are 
creating new problems which the job- 
ber and dealer must solve together to 
maintain their joint position in the 
building materials field. 

That is the opinion of C. E. Rogers, 
secretary-treasurer of Adams-Rogers 
Co., Indianapolis. Rogers is the newly- 
elected president of the Northern Sash 
& Door Jobbers Association. 


Cc. E. Rogers 


“So far our company has not de- 
veloped prefabricated component parts 
other than window units, but it appears 
to me that there is a trend toward 
it and that most jobbers will have to 
give it serious consideration in the 
near future,” Rogers told American 
Lumberman. 

The association president believes 
that both jobbers and retailers in this | 
industry are performing well. Efforts | 
to by-pass either will not prove to be 
economical or satisfactory, he said. 

The Adams-Rogers Co. was found-| 
ed in 1905 by the Carr, Adams & 
Collier Co., now known as Caradco, 
Inc. A crew of six Adams-Rogers | 
salesmen call on lumber dealers 
throughout Indiana. Delivery is made | 
by company-owned trucks on regular | 
schedules. 

The Hoosier jobber is a firm advo- 
cate of sales training for dealers by| 
distributors. “We have held dealer} 
meetings and dealer-contractor meet- | 
ings and cabinet training schools for| 
many years,” he said. 

Asked about diversification of prod- | 
ucts, Rogers said: “We concentrate on 
wood millwork because we feel our| 
sales efforts would be seriously dilut- | 
ed if we tried to sell other building | 
material products.” 
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LUMBER MAP 


OF FINE 


NORTHERN 
HARDWOODS 


For more than half a century Northern 
Woods have been recognized for their 
high quality and satisfactory service. 
Today's products of the Northern region 
are better than ever—weli-manufactured, 
accurately graded, properly dried. Con- 
sult the firms on this column for your re- 
irements in all Northern Woods. 





Subsidiary of 
* 

Goodman Lumber Co... cuiumet & Heclo, Inc 

Saies Office: GOODMAN, WISCONSIN 
Mills at: Goodman, Wisconsin and Mohawk, Michigan 
Northern Hardwoods, Hemiock, White Pine and Bass- 
wood, Hardwood Dimension, Pianing Mill, Dry Kilns 
Rotory Cut Veneers 





+ : ° 
*+J. W. Wells Lumber Co. . . Menominee, Mich. 
Hard Maple ond Oak Flooring. Strip, Herringbone, 
Block patterns. Custom kiln drying. Upper grades 

Hard Maple and Birch lumber, rough. 





* ° ‘Marshfield & Park Falls, 
Roddis Plywood Corp. . Wisconsin 
Roddis Lbr. & Veneer Co. of Mich., Ironwood, Mich. 


Roddis Lb. & Veneer Co., Ltd. 
Sault Ste. Marie, Ontario, Con. 


Complete stock N. Hdwds., Hemlock, W. Pine, Ce- 


dor Pred., Maple, Birch, Fig. Hdwd. Ven'r'd Doors. 
Piywd. Modern Dry Kiin facilities. 





tMember Maple Flooring Mfrs. Assn. 


*Member Nerthern Hemlock & Hardwood Mfrs. Assn. 
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“Water-Repellent” Lumber Gains Market 
Formerly Dominated by Low Grades 


In San Antonio, Texas, customers 
of South Loop Lumber Co. have been 
switching from low grades to quality, 
treated lumber. 

“Our area has always been a good 
one for the lowest grades, but has 
changed in the last six months,” says 
W. A. Abbott of South Loop Lumber. 
“We feel that our promotion has 
been an important reason in_ this 
change towards quality.” 

The tool used by South Loop is 
“WRT” (Water-Repellent) pine, dip- 
treated at the mill, which sells at no 
extra cost to the dealer’s custom- 
ers. “This lumber now accounts for 
95% of our sales,” Abbott told Amer- 
ican Lumberman. 

Newspaper advertising is used con- 
sistently by the dealer on WRT lum- 
ber. “We have very little trouble re- 
selling people on quality once they 
use the treated stock,” Abbott said. 

The WRT pine is dip-treated at 
the Dierks mills. There are some 150 
lumberyards now selling this lumber. 
Penta is included in the treating 
solvent. 

“This lumber does not have the 
penetration of pressure-treatment, 
but it is definitely moisture-repellent,” 
said Homer Hedden of Dierks. “The 
dipping fills the pores of the summer 
wood. The treatment is very inex- 


QUALITY LUMBER is promoted by this 
display at Texas yard. Treated pine, in- 
cluding shiplap and siding as well as 
2x4s are available at no extra cost to 
dealer's customers. 


pensive compared to pressure treat- 
ment.” 

The Dierks company provides co- 
operative advertising on its WRT 
lumber to retailers. Television com- 
mercials explaining the quality are 
available from the mill. These are 
being used as far north as Indiana. 


Sheathing-Siding Scores Hit in Ohio 


“I very seldom promote any one 
manufacturer’s product, but the 
Johns-Manville Strongbord is  with- 
out exception a topnotch material,” 
says Robert Kipp, president, Evendale 
(Ohio) Lumber Co. 

Kipp is using the 42” multi-purpose 


sheathing on all of his company’s pre- 
fab component houses sold to builders, 
as pictured on page 38 this issue. 


Strongbord is a product of special 
wood fiber with a fiberboard density 
of about 25 pounds per cubic foot, im- 
pregnated with asphalt throughout to 
provide water resistance. Its density 
and hardness gives it nail holding 
strength so that shingles can be applied 
directly, Johns-Manville reports. No 
corner bracing is needed. It comes in 
4’x8’ sheets, 9’ long. It can be primed 
and painted with poly vinyl acetate 
type paints. Aluminum or galvanized 
nails are necessary when painting is 
intended. 


Celotex Corp. introduced _ its 
“Strong-wall” insulating sheathing 
early this month. Other producers are 
expected to market a similar type 
board in the near future. 
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IT HAS BEEN REPORTED that the senate housing subcommittee, headed by 
Sen. John Sparkman, is planning a Symposium in December or early 
next year on major housing problems .. . it's fairly firm. 

He has asked lumber leaders and industry people to prepare 
papers on financing, labor supply and material for the next 
10_years. This would be strictly non-political, as compared to 
the January drive for a super-liberal housing bill, noted on 
page 13. 








NATIONWIDE EXPANSION OF FHA'S CERTIFIED AGENCY FROGRAM has been 
recommended to Commissioner Norman P. Mason by a special 
internal FHA committee. The expanded program would still be 
limited to small towns, though a few large cities like Denver are 
now being tested. 





the ane Moats to date has been en Ge ty to only 21 of 
FHA's 75 insuring offices. Results have been excellent, 
according to lumber dealers where the program has been tried 
and supported. 


Still in the future is a new FHA plan for handling commitments 
to development builders. The system involves the issuance of a 
master commitment to a subdivision builder. He will have in 
advance the supplemental commitments covering various changes 
FHA has approved in the basic plan. This will give customers 
specific_information as _ to how much improvements will cost or 
how much deletions will save. FHA is thinking now in 

terms of variation, up or down, being within the 10% 

range of the basic commitment. 











WHOLESALER SALES ACROSS THE BOARD are down 8% for the first eight 
months of the year, but this doesn't really tell the whole story. 
Actually, tremendous progress has been made. For wholesalers 
as a whole, the low point in the recession came in February. 
Since then sales have climbed back and now are 20% above the 
iow point. 





Wholesalers in the building industry lead the nation in 
improvement. Lumber and millwork were up 2% in August 

and 68.3% from the low point. Building materials in August 
were exactly the same as a year ago, but for the first eight 
months jobbers were up 114%. 





Looking ahead distributors have gone into the final quarter 
with tightly-controlled inventories and a significantly improved 
annual turn of merchandise. They are in an excellent position 
to take full advantage of improved business. 





REMODELING KEEPS GROWING but it's still a stepchild, still often neglected 
by both the dealer and manufacturer. Assistant FHA Commissioner 
Cooke,the man in charge of Title 1, recently told us remodeling 
was running $5 billion to $8 billion annually. 


In January Rep. Mack will reintroduce his bill which allows a 
"medical expenses" type of deduction of federal income tax 
returns for the upkeep of homes. Mack estimates we have six 
million homes that are run down, dilapidated and "desperately in 
need of repair and modernization". The bill's sponsors estimate 
an additional $3 billion annually would result if the plan 

were enacted. 
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Prefab Component Trend 
Because It's Profitable 


Plenty of doubters still. And problems, too. But dealers are changing. 
Trends suggest more specialization among dealers. 


Lu-Re-Co system has successful boosters. On other hand, ‘‘custom fabri- 
cation" idea grows fast. 


Jobbers discuss sale of prefab components to retailers. 
lf you fabricate and sell only to builders you might buy direct from manu- 
facturers. 


All types of materials, including aluminum windows, used in dealer com- 
ponent packages. 


36 


YOUNG MAN, who started 

in the retail lumber business 

near Cincinnati six years ago, 
will finish 1958 with about $800,000 
sales in building materials, at more 
than double the average dealer net 
profit! 

“I got tired of haggling over the 
price of 2x4s and giving dollars worth 
of service to dime customers,” he said, 
“so my partner and I learned how to 
custom-fabricate and sell component 


November 24, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 











house packages to both small builders 
and tract builders.” His production 
as of last month was two houses a 
day, double his 1957 volume. 


For a $1,000 investment, a Seattle 
lumberyard set up jigs and equipment 
for Lu-Re-Co (Lumber Dealers Re- 
search Council) wall panel and roof 
truss prefabrication. This dealer is 
now manufacturing a complete com- 
ponent house every three days. Con- 
tractor response is so good that he 
will soon increase production to three 
packaged houses every seven days. 


In Southport, Ind., a lumberyard 
used Lu-Re-Co to capture a total of 
$120,000 in “plus” business from con- 
tractors who formerly bought shipped- 
in prefab homes. 

In Painesville, Ohio, a lumberman 
set up a packaged home division two 
months ago as a franchised dealer for 
a Pittsburgh prefaber. This dealer de- 
velops land, sells finish packages for 
his prefabs. More than 22 homes 
were sold within a few weeks follow- 
ing a model home promotion that 
started on Labor Day weekend. 


In Sparta, Ill, a lumber dealer 
started a prefab home division two 
years ago, using the Lu-Re-Co system. 
However, he found that Lu-Re-Co’s 
4’-wide wall panels were not suited 
to the houses wanted in his market. 
He switched successfully to custom 
fabrication of components to meet lo- 
cal preferences. He supplements pack- 
aged homes with modular-fabricated 
wall panels for commercial structures. 

In Gauen, Ill., a lumberyard suc- 
cessfully promotes his contractor cus- 
tomers by proving that they can build 
a Shell house for $1,000 less than 
shipped-in prefab shells. In this case, 
conventional construction is used 
throughout. 

In Pittsburgh, Penna., a_ leading 
building material wholesaler is speed- 
ing ahead on plans to sell fabricated 
kitchen packages exclusively to retail 
lumber dealers. 

As these examples show, dealers 
are finding ways to fight shipped-in 
prefab competition. This is done main- 
ly (but not entirely) through fabrica- 
tion of component houses in the lum- 
beryard. 

As the reports indicate, there are 


tk 


DWIGHT L. DAVIS, Vice Pres., H & S LUMBER COMPANY, Charlotte, W. C., says: 


“OF all our advertising, 
the Yellow Pages brings best results!” 


“Our Yellow Pages advertising has gone a long way in 
helping us become one of Charlotte’s best-known building 
and remodeling services. Not only does it keep the 
customers calling, but brings us many manufacturer 
representatives, who offer us first choice of their line!” 


Make sure the contractors, builders and home owners in 
your area know what materials you handle, and that they 
call you when they’re ready to buy! Advertise your 
business in the Yellow Pages under appropriate headings. 
Call the local telephone business office today. 








What Are Components? 


In light construction, typical com- 
ponents are exterior wall panels, roof 
trusses, gable ends, sub-floor sec- 
tions, stairways, interior partitions, box 
beams, integrated kitchens with built- 
ins and plumbing walls. 

These units are fabricated or pre- 
assembled in a lumber and building 
material dealer's shop rather than at 
the building site. 

The extent of materials used in a 
component will vary widely. In wall 
panels, some dealers provide only 
framing plus exterior sheathing. 
Others include exterior siding, insulo- 
tion and interior finish board. 














[UETGTENSE & Buling Products 


CARPENTERS & BUILDING CONTRACTORS 


PLANS -~ FINANCING - COUNSELING 
© Curtis Woodwork 
bd ry La oo 
© Web Prooticy (30 Kinds! 
11 — tomes 
© U. S. Gypsum Products 
* Insulation Materion 
© Weod-Lile Treated Lamber —® Arcadia Deore 


ky __ Dial FR5-7761 





2 DISPLAY ADS help direct more new 
prospects to the H & S Lumber 
Company throughout the year. 


TRADE-MARK LISTINGS under the 
headings of manufacturers whose 
products are featured bring in sales 
from brand-conscious prospects. 


Doors 
ARCADIA SLIDING DOORS & WINDOWS 
Aluminum Slidi 


fists eens, 
s Doors, 
Double Glazing. Pr — 


Siigdows, Adaptable Storm 

Sash. All Types Construc- 

tion. Gue hane, dia 
Custom & Stock 


ully Guaranteed. 


“FOR INFORMATION CALL” 
H & S Lumber Co 520 Dowd Ré----FR 5-7761 
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COMPONENT TREND 


(begins on page 36) 





many ways to grow into dealer-fab- 
ricators. But no matter what compo- 
nent system is used, the aim is to ob- 
tain higher profits, which come from 
control of purchasing, inventory, op- 
erating costs and pricing. 

More specialization? As _ reported 
in October 27th issue of American 
Lumberman, many manufacturers to- 
day will sell to prefabers at wholesale 
prices, providing that the prefabing 
shop is separate from any retail, over- 
the-counter business. 

This has and will continue to make 
prefabrication of components an im- 
portant trend among retail lumber- 
yards. It could mean that dealers will 
tend to specialize as either (1) manu- 
facturers of fabricated component 
systems or (2) retailers of home im- 
provement, hardware, etc., to con- 
sumers. 

Under such a framework, small- 
town dealers with limited home mar- 
kets may not fabricate, but they would 
sell pre-assembled wall panels, parti- 
tions, trusses, kitchens, etc., supplied 
to them by wholesalers. 

Many retailers would also control 
sales and make more money by con- 
troling land, taking contracts for build- 
ing or become builders themselves. 
These trends are in fact already well 
advanced, as frequently shown in 
American Lumberman. 

A visit to the Evendale (Ohio) Lum- 
ber Co., and Modern Builders Sup- 
plies Co., below, shows how two deal- 
ers are changing in character from 
retailers to component house special- 
ists. Pictures of these component op- 
erations are shown on following pages. 


Ohio Pioneers in 
“Custom Fabrication”’ 


The retail lumber business looked 
good to young Robert Kipp in sub- 
urban Cincinnati back in 1952. AI- 
though trained as an engineer, he 
plunged into retailing with $5,000, 
three cars of lumber and a wife to 
work beside him. 

Although he made money from the 
beginning, mostly due to personal en- 
ergy, he soon realized that arguing 
with contractors over the price of 
2x4s was getting nowhere. He looked 
hard and long at Cincinnati lumber 
dealers. 

“I was appalled that most of their 
sheds and offices were in terrible shape 
—some looked as if they had never 
been painted,” he said. “I could not 
help but think that there is something 
radically wrong with an_ industry 
whose members cannot even keep 
their buildings in repair.” 

After studying the continuous de- 
cline in dealer profits over the post- 
war years, Kipp became convinced 
that the retail lumber business, as 
practiced in Cincinnati, was a_busi- 
ness of the past, not the future. 

Kipp then ventured into door-to- 
door selling of home improvements. 

He assembled aluminum combina- 

(continued on page 42) 
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SANFORD GRI-P-LATE press fabricates roof trusses with speed. Four trusses 
are delivered on one tractor-trailer. Evendale has also just installed $13,000 
worth of ready-hung door equipment to produce 30 doors an hour. 


Custom Fabrication Turns Out 


CHECKING LARGE PANEL with compo- STEEL STRAPPING is often required at 
nent shop order and drawings before Evendale Lumber Co. to assure fool-proof 
placing on order-assembly stack. delivery of its house components. 


DELIVERY OF COMPONENTS at the site on Evendale Lumber 
Co. trailer. Panels are stacked on bottom, trusses on top. 
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FAST FABRICATION of sheathing onto panel frame is achieved with UP GOES WALL PANEL on a dolly in the Evendale Lumber 

14” staples, using Spotnailer. Where panels require cut sizes of Co. shop. This one is for a $75,000 “showhouse”’ being 

sheathing, vertical panel saw is used. built in Cincinnati suburb. In many split-levels, part of the 
exterior wall panels becomes an interior partition. 





Two Houses a Day for Evendale Lumber Co. in Ohio 


(Pictures continued overleaf) 





FORK LIFT TRUCK takes strapped loads of panels from the assembly area 
shown at far left, to nearby waiting trailers. 








me ms 2 BoP wes: 


LAYOUT OF PANELS after pre-assembled floor system is laid. FAIRLAWN TERRACE, project which used 100 Evendale Lum- 
This is for very large house, but same procedure is used for ber Co. custom-fabricated homes. Each house in $16,000 class 
smaller homes. has aluminum windows, brick veneer. 
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STANLEY SURFORM: makes the news! 
f 


New Tools! New Uses! 
New Sales Aids! 


... THAT ADO UP NEW TOOL iia 
PROFITS FOR YOU! Stanley Pocket “<i 


Convenient to carry in any pocket, 
this handy “SURFORM” has the new 
fine-cut blade. It is just right for one- 
hand work on models, laminates or 
any surfaces, and is particularly easy 
for women to use. 








4 


NEW/ Half-round 


| le ““SURFORM”’ 
Sales unit f. f ue Ww Blades 


for Stanley 
“SURFORM”’ |e 
tools and 
blades 





Regular for forming and smoothing 
all concave and circular surfaces. 
Black finish. 

Fine-cut for concave and circular 
surfaces in metal and other hard 
materials. Cutting edges set to take 
This compact merchandiser shows and sells the complete a finer bite. Silver finish. 
Stanley “SURFORM” line . . . every tool, every blade. Light 
weight and dust free, it fits pegboard or stands on counter. 
Your wholesaler has them all now — new tools, new blades, 
new merchandiser! NEW! Fine-cut 


‘*SURFORM”’ 


NEW/ Stanley ‘‘SURFORM”’ 
¢ blade merchandisers 





Handy blade merchandisers show 
and sell replacement blades for "o& “ Regular metal cutting and for forming 
“SURFORM” tools. hard, smooth surfaces. Silver finish. 
No. 94A displays 12 blades — 6 . : Half-round as described above. 
regular cut flat blades, and 6 fine-cut 
flat blades. 

No. 98A displays 12 blades — 6 
regular cut half-round blades; and 6 
fine-cut half-round blades. 





: 21,000,000 readers see “SURFORM” 
Stanley Tools, Division of The Stanley Works, New Britain, Conn. page in October 25th issue of POST 


AMERICA BUILDS SETTER AND Lives BETTER WITH STANLEY 


This famous trademark distinguishes over 20,000 quality products of The Stanley Works—hand and electric tools 


STA N Tl F Y + builders and industrial hardware - drapery hardware - door controls - aluminum windows - stampings « springs 
- coatings - strip steel « steel strapping—made in 24 plants in the United States, Canada, England and Germany. 
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Evendale pictures 


(begins on page 39) 





BOW-BAY WINDOW 
PANEL fabricated by 
Evendale is 12’ wide, 
including 10’ window 
unit. View at left 
shows interior side, 
with built-in seat. 
Sheathing is applied 
at yard; a carload ar 
rives every 40 days 
SIGN OF TIMES was hung at Evendale 4 oF so. 

Lumber Co. yard last month which in- i 

dicates swing from retail sales to 

“wholesale’’ trade including builders. 

















03-54 | 


SHOP ORDER (left above) is made for each component at Evendale Lumber Co., attached to production drawings for the com- 
ponent. Typical drawing of a truss is partially shown at right above. 


Be se cae 2 a 


j 


PANEL SETTING PLAN 
for typical Evendale Lum- 
ber Co. component 
house. This is but one 
drawing in the blueprints 
that go with each house 
for Evendale builder cus- 
tomers. 
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Courtesy Wood Conversion Co. 


FROM ASSEMBLY LINE in lumberyard come exterior wall 
panels. One house is being produced every eight hours. Dealer 
has full control of specifications under the package plan. A 
fabrication system is engineered for each builder's houses. 


Custom Fabrication “Very Successful” 


for Modern Builders Supplies Co. 


Buyers move into homes supplied 
by Norwood, Ohio, lumberyard within 
30 days after they purchase them 
from the dealer’s builder customers. 


Prefabrication has made the building 
material business profitable once 
again, says dealer-manager John 
Hatfield. 


ANCHORING OF PANELS is easy and fast at site. Custom 
fabrication has appeal to both the small-volume builder and 
the tract builder, says manager Hatfield of Modern Builders 


Supplies Co. 


wets 


END OF DAY shows house under roof. Dealer supplies all ma- 
terials from subfloor up. Brick veneer is added by the con- 


tractor. 
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tion windows, hired canvassers, ar- 
ranged financing. This produced more 
profit than haggling about the price 
of 2x4s. 

“But it still didn’t bring in big-ticket 
business as represented by the new 
home market,” Kipp said. 

Then the young Ohioan experi- 
mented with fabrication of roof truss- 
es. The resulting profit was so good 
that when Lu-Re-Co (Lumber Deal- 
ers Research Council) came along, Kipp 
climbed aboard. 

This was in 1956. Since then, Kipp 
and partner Bob Becker have parlayed 
the truss experiment into a component 
house business that will turn out some 
400 packaged homes this year for 
Cincinnati builders. Everything is fur- 
nished except electrical, plumbing and 
heating. 

How it grew. “We built about 40 
Lu-Re-Co homes for small-volume 
builders,” said Kipp. “Then, we had 
a chance to bid on a 100-house proj- 
ect. 

“We soon learned when figuring 
this volume bid that Lu-Re-Co is a 
lumberman’s dream, but not competi- 
tive for tracts. Since then, we have 
learned that custom fabrication is 
more saleable to small-volume_build- 
ers, too. 

“There is too much on-site work 
involved with small-width panels. The 
more panels you have, the greater the 
danger of creeping and custom fitting 
on the site. The main idea of prefab- 
ing is to avoid joints and to avoid 
on-site adjustment. This demands the 
largest components you can possibly 
use to match a house’s design. 

“More important, we do not want 
to force a builder to use a rigid com- 
ponent system. We will take the house 
he wants to build and adapt a fabrica- 
tion system to it. Only by prefabing 
the entire house can you achieve max- 
imum economies and also receive the 
maximum profits. 

“In other words we prefab the en- 
tire house, deliver it to the site in six 
loads. The builder is given a package 
price, so he does not need an expen- 
sive bookkeeping department.” 

Builder saves. Jack Wittekind, who 
is chairman of the small-volume build- 
er committee of the NAHB Cincin- 
nati chapter, is saving about $2,000 a 
house by using Kipp’s fabrication serv- 
ice on his homes in the $25,000 to 
$35,000 price range. 

Wittekind formerly built masonry 
houses. Through an exclusive gable- 
end design by Kipp which accommo- 
dates brick veneer, Wittekind switched 
to veneer. Then he began using Kipp’s 
roof trusses and finally was converted 
to dry-wall. 

Wittekind now builds about 20 
quality homes a year from Kipp’s 
components. The design of these 





homes is similar to the homes he pre- 
viously built using conventional meth- 
ods. 

Design magic. Evendale Lumber 
offers some 18 master house plans, 
which include split-levels. Alterations 
to these plans are easy and speedy. 

“We have a set of drawings for 
each component house,” Kipp ex- 
plained. “Where a builder wants a 
change, we make a reproduction of 
our master blueprint on sepia paper. 
On this we opaque the section or part 
to be changed and draw in_ the 
changes.” 


For example, a builder might want 
different footings than on the master 
plan. So, the sepia copy of the original 
blueprint is altered to include the 
footiugs desired. Since each house is 
fabricated in Kipp’s shop on a cus- 
tom basis, the revised drawings do not 
interfere with production schedules. 

Buying magic. Kipp contends that 
as a fabricator he is entitled to buy 
all materials, hardware and _ special- 
ties on a direct basis. He is now doing 
just that. 

“To get direct purchasing we must 
not sell on a piece basis or to the con- 


sumer,” Kipp explained. 

The Evendale Lumber Co. and its 
Coral Homes Division now adheres 
to that policy. Two signs at the yard 
clearly state that the company serves 
only wholesale or industrial business. 
“Wholesale” includes building con- 
tractors. 

In switching to package component 
houses, Kipp now has complete con- 
trol of his inventory. “We figure our 
needs scientifically and we buy only 
for our own prefab requirements,” he 
said. 

The Evendale company, for in- 
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7) 


ALUMINUM TAG identifying Lu-Re-Co franchise holder 
and certifying quality is tacked to each wall panel and 
roof truss made by Blackstock Lumber Co. 


GLUED AND NAILED Lu-Re-Co king-post truss is assembled in Black- 
stock's yard in 15 minutes. Each ‘‘Madison"’ house takes 24 of these 
units. Powernail machine speeds nailing; each house uses about 
$8.50 worth of these special nails. 


“Sales No Problem” Says 
Seattle Lu-Re-Co. Dealer 


Hebb & Narodick, Seattle tract builder, is currently 
erecting 119 Lu-Re-Co houses supplied by Blackstock 
Lumber Co. Forty-one of them are the “Madison,” a new 
Emblem house design developed by the Lumber Dealers 
Research Council, the Douglas Fir Plywood Association 
and National Plan Service. Seventy-eight more are modifi- 
cations of the Madison, 

These houses retail for $13,950. The builder reports 
that the Blackstock prefab package reduces construction 
time three weeks, saves $300 per house. 

“We can buy at the same prices that a dealer can,” said 
Al Curran of Hebb Narodick. “But we can use the kind 
of pre-assembly, delivery service and cost control that 
Blackstock provides.” 


39 WALL PANELS for the Hebb & Narodick houses are erected 
in 1¥% hours by 3-man crew. Windows are installed at the 
lumberyard. Roof sheathing is applied on second day. Shingles 
and siding go on the third day. Package includes prehung 
doors in panels. 


ARCHITECTURAL VARIETY is achieved in ‘‘Mad- 
ison" house plan by having ranch, contempo- 
rary and Cape Cod exteriors, plus three siding 
material selections. 
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Fir plywood is still on the upswing. Dealer 
sales are up for the tenth consecutive year. Good 
times, bad times or just in between . . . dealers who 
push plywood can always count on steady volume, 
fast turnover and predictable profits. 


The reason is clear. No other material gives you 
such a broad range of customers and prospects — 
builders, industrials, do-it-yourselfers. And no other 
material gives you such solid sales backing—national 
advertising, field promotion, publicity and merchan- 
dising aids. 

The key to plywood profits is an adequate 
inventory. Make sure it’s big enough—with a bal- 
anced selection of types, grades and sizes—to supply 
all your customers’ requirements. 
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Another DFPA exclusive! Plans, ideas and sales tools to help you get 
a bigger share of new home sales with your own Home Planning Center 


10 new home designs, styled for 
every taste and budget by Architect 
Chris Choate. You control the sale from 
start thru contract with complete blue- 
prints and material lists for either con- 
ventional or Lu-Re-Co building systems. 


10 new sales tools include every- 
thing needed to start your Home Plan- 
ning Center—color transparencies plus 
table top viewer... punch-out models... 
literature. ..display material...ad mats. 


*Write (USA only) Douglas Fir Plywood Association, Tacoma 2, Washington, for samples and complete information. 
REMEMBER! Stock and sell only DFPA quality grade-trademarked plywood 
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TYPICAL TRUSS LAYOUT from H & T Metal Brace Co., Berwick, Penna., sub- 
sidiary of United Truss Roof Co., Miami, Fla. Above sketch shows 24’ 
span. All other spans are similar. 


New Roof Truss Design; Curtis 
Windows Tie-in With Lu-Re-Co. 


Prepunched metal gussets are offered to dealer members of the Lum- 
ber Dealers Research Council as the connecting device for manufacture 
of truss designs developed by United Truss Co. 

Raymon H. Harrell, executive vice-president of Lu-Re-Co, announced 
that H & T Metal Brace Co., Berwick, Penna., a subsidiary of the 
United Truss Co., of Miami, is now a Lu-Re-Co member. 

Hauling problems for the United truss are a minimum, since total 
thickness is 134”. The trusses require no heat, no curing period or press. 
Proper sizing of plates and exact number of nails required is specified 
for each truss design. 

Harrell said that when these trusses are constructed according to the 
Engineering Bulletin #232, dated August 20, 1958, they conform to the 
Lu-Re-Co quality shield program. (Copies of the bulletin and costs of 
plates, etc., may be obtained from Mr. E. B. Thomas, H & T Metal 
Brace Co., Box 111, Dept. A.L., Berwick, Penna.) 

Curtis tie-in. Harrell also said that a new engineering folder is avail- 
able which shows how Curtis double-hung windows are incorporated in 
Lu-Re-Co wall panels. Copies may be obtained from Mr. L. L. Sode- 
man, Dept. A.L., Curtis Companies, Inc., Clinton, Iowa. 

Management school. The 5th annual training program for franchised 
Lu-Re-Co dealers will be held from December 7th through 17th in 
Champaign, Ill. Called the Lu-Re-Co Management and Sales Institute, 
it provides a complete course in construction and merchandising, ac- 
cording to Clarence A. Thompson, chairman of the executive com- 
mittee. Fee for the first year is $400. Registration is limited to 25. If 
interested, Thompson suggests you call him collect at Fleetwood 6-7221, 
Champaign, IIl. 


SPLIT-LEVEL LU-RE-CO home using Curtis double-hung windows. Panels 
were manufactured by Merritt Lumber Yards, Inc., Reading, Penna. 
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stance, buys in quantity for one or two 
styles of bathroom cabinets. 

“In the old days we would carry 
dozens of sizes and styles, or run to 
a distributor for each order,” Kipp 
said. “This control of inventory alone 
reduces the cost of housing to our 
builder customers.” 

Since switching to prefabing, Kipp 
now buys only kiln-dried lumber, 
through a purchasing service. He does 
not worry about fluctuating lumber 
prices. 

“We make an educated guess at 
what the top price to us will be for the 
next year. We use that as the basis for 
figuring lumber costs for our house 
packages,” Kipp said. “We get the 
same markup on lumber as we do on 
millwork or any other material or 
specialty because we price to the 
builder by the package, not the item.” 

Cost magic. In addition to control 
of inventory, Evendale Lumber has 
complete control of costs all along 
the line. 

Each worker punches a time card 
under his name. He punches the clock 
as he changes the type of work. The 
four work categories are production, 
maintenance, clean-up and delivery. 

In addition, a job time card is 
given to each shop man, attached to 
a worksheet and sketch for each 
component such as a wall panel or a 
stairway. 

From these two time records Kipp 
computes labor and handling costs for 
each component. 


Pricing magic. Materials costs are 
computed by the square foot or unit 
basis, delivered. Labor costs in the 
fabrication shop are added to make a 
square footage factor. Then the fac- 
tor is multiplied by the number of 
square feet in a specific house plan. 

After the price per square foot is 
figured for each basic operation (such 
as flooring, roofs, wall panels, etc.) 
these are combined to give a complete 
house price. A 35% markup is then 
added to the package. The builder, of 
course, receives only the total house 
price. Almost all product specifica- 
tions are made by the Evendale com- 
pany. 

“When we had various types of cus- 
tomers we used the compensatory 
pricing system,” said Kipp. “But we 
now have only one type of customer 
and it is much easier and more profit- 
able to simply apply an overall mark- 
up to the package.” 

A skilled accountant is needed to 
compute unit factors and maintain 
accurate costs for components based 
on purchasing costs and production 
costs. 


Delivery. The fabrication shop at 
Evendale produces the various com- 
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Rupert and Burley Area Invaded by 


LOY Lu-Re-Co Hornce 





McBRIDE’S 
LUMBER CO. 
RESEARCH HAS MADE POSSIBLE 
FASTER, BETTER =n 


ne 
Bodrooms 


We Served Your Grandfather and We'll 
Be Here To Serve Your Grandsons | 





* 
laundry On 
First Floor 
* 
Thermopane 
Windows 
a 
Automatic 
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We Can Put T This House Under Reo} 
ix One Duy-The LU-RE-CO Way | 
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McBRIDE’S 
LUMBER CO. 
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FOR FREE LLUSTRATED BOOKLET 
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McBride‘s Lumber 
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TYPICAL ADS include 3-col., above; 5- 
col., at right; and 4-col., below. 














To Serve You Better i 


Fay cca 


Sales Up 40% After Dealer 
Takes On Lu-Re-Co! 


“With Lu-Re-Co, we have complete control of the sale,” 
says Verle McBride, co-owner of McBride’s Lumber in 


BUILDING A BETTER BURLEY WITH Burley, Idaho. 
“We contract all houses ourselves, obtain and watch fi- 
Lu-Re-Co Homes nancing, etc. Shortly after building the first Lu-Re-Co 


model home, people began to ask us if we were building all 
the houses in Burley.” 

McBride uses the ad mats and other merchandising aids 
from the Council, as shown in ads. “This program will work 
very well, but it must be advertised. I wouldn’t want to take 
on any building system without the type of merchandising 
help available from Lu-Re-Co,” said McBride. 

Since they began using Lu-Re-Co, many Idaho dealers 





De 


5 nc lal 


have visited the 





McBride Lumber Co. 


Phone OR 8-261! 





yard and expressed interest in the program. 
Some of these have since become licensed Lu-Re-Co dealers, 
McBride said. 


ponents such as wall panels, trusses, 
sub-floor sections and partitions, ac- 
cording to plans for each _ builder’s 
houses. 

As the components are made they 
are checked against the component 
blueprints and then stacked for six 
loads, delivered as the builder needs 
them. 

The six basic loads are: 

(1) Floor system, which includes plates, 


joints and headers, bridging, basement stairs 
and treads, sub-floor and hardware. 


(2-A) Wall and roof system, which in- 
cludes sheathed exterior panels with tie- 
plates for field application; interior parti- 
tions, gables, trusses, roof sheathing, roof- 
ing, nail kit and miscellaneous items. 

(2-B) Exterior trim, which includes pre- 
hung doors, aluminum windows, and certain 
trim such as gutter board for field applica- 
tion. 

(3) Drywall and _ insulation. 

(4) Flooring 

(5) Interior trim, including doors, window 
trim, stair trim, closet trim, finish trim and 
nail kit. 

(6) Cabinets and appliances, including 
birch kitchen cabinets, medicine cabinets, 
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vanitory, exhaust fans, combination doors, 
appliances and screws. 


Evendale Lumber has customers 
who build homes in the $14,000 class 
up to $35,000 class. 

The yard’s components are going 
into a unique $75,000 home in West- 
wood, Ohio, which will be open to 
the public next March and featured 
in a national promotion. 

Future plans. Next year, Evendale 

(continued on next page) 
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will fabricate a front and back split 
house for a builder which will have 
four bedrooms, 242 baths, family room, 
single-car garage and brick veneer, 
all for $24,500 retail. 

“We are also working with one 
builder on a prefab heating system 
which in theory will bring a 40% 
installation saving,” Kipp said. 

Summing up his good fortune dur- 
ing the past two years, Kipp said: 

“We are in business to sell building 
materials. It is apparent that by pre- 
fabing complete homes on a custom 
basis, we can give savings to both 
small and large builders. It is as simple 
as that. 

“We have control of our inventory. 
We can buy direct. Our sales costs 
are low because we sell only one class 
of customer. There is without doubt 
a place for the retail building material 
yard which sells home improvement 
packages and do-it-yourself items. But, 
in Our Opinion, it must be a separate, 
distinct division from that serving 
builders with fabricated component 
houses.” 

Evendale just purchased a 40-acre 
tract of land for expansion of its fab- 
rication business, probably in 1960. 

Another convert. Another Cincinnati 
area dealer, the 20-year-old Mod- 


ern Builders Supplies Co. of suburban 
Norwood, is also using the custom 
fabrication method in sales to builders. 

The yard’s shop, which includes a 
Sanford press, is now turning out one 
component house per 8-hour shift. 

“Our builder customers range from 
those who erect five homes a year to 
those who develop large tracts,” said 
John Hatfield, manager of Modern 
Builders Supplies. Just before the 
American Lumberman interview, Hat- 
field was talking to a builder who 
plans 125 houses next spring under 
Hatfield’s package plan. 

Hatfield started whole-house fabri- 
cation about a year ago, as a result 
of competition from shipped-in pre- 
fabs. Now he gives Cincinnati build- 
ers the advantages of the shipped-in 
fabrication plus freedom of design. 

“We have 10 stock plans of our 
own,” Hatfield said. “But if a contrac- 
tor builds six or more houses of the 
same design, we will engineer a com- 
ponent system for his house.” Almost 
everything is in the package price, 
including all major built-in appliances. 

Hatfield has not set up his packaged 
home program on a separate basis as 
yet. But he has discussed this with his 
suppliers. 

“If we establish this business as a 
separate division, we will obtain addi- 
tional discounts,” he said. 

Dealer-designed prefab. 
“custom fabrication” idea is 


While the 
taking 


hold among lumberyards, other deal- 
ers have been eminently successful in 
designing and selling a standardized 
prefab package. 

For instance, R. L. Sweet Lumber 
Co., Kansas City, was a pioneer in 
yard fabrication. About a house a day 
is now produced in the lumberyard’s 
“Standard Homes” prefabing shop, 
according to Eugene D. Smith, man- 
ager of Sweet’s prefab sales and pro- 
duction. More than 200 homes were 
produced during the first nine months 
this year. 

Smith travels two salesmen through 
Missouri and Kansas. More than half 
of their packaged home sales are in 
small towns, rather than in Kansas 
City. The salesmen go to local bankers 
to arrange financing for the package 
house, then solicit business from build- 
ers in the town. 

The firm has big tractor-trailer 
trucks which handle a full house each 
These leave the yard in the morning, 
come back that night. 

Wall panels average about 8’ long. 
They are insulated and sheathed and 
sided in the shop. Interior wall finish 
is applied after panels are erected at 
the site. 

Standard Homes has a split-level 
model erected in front of the lumber- 
yard. Several more will be erected 
there soon, to build up Kansas City 
sales for the prefabs. 


For builders in other towns, sales- 
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men work from a colorful catalog of 
the 12 house models. The catalog in- 
cludes prices for each home and many 
variations. ‘ 

Four of the Kansas City Parade of 
Homes last month were Standard 
Homes models erected by individual 
contractors, according to Miss Mary 
Reidy, executive secretary to Mr. 
Sweet. 

“The prefab division is really the 
growing element in our company,” 
she said. 


Appraisel of the 
‘‘Lu-Re-Co”’ System 


“Custom fabrication” as described 
above differs from the system of 
standardized components which are 
engineered for franchised dealers of 
the Lumber Dealers Research Coun- 
cil. 

One difference is the size and type 
of components. 

In general, custom fabricators use 
the largest sized panels and compo- 
nents possible. In Lu-Re-Co, modular 
panels are 4’-wide. 

The other difference is that Lu- 
Re-Co components are primarily de- 
signed for specific house plans, al- 
though the Lumber Dealers Research 
Council will now adapt any house plan 
to the Lu-Re-Co system for a fee. In 
custom fabrication, component draw- 
ings are made for individual houses. 

In addition to engineering, Lu-Re- 
Co officials point out that they pro- 
vide many merchandising aids to their 
franchise dealers. 

Lu-Re-Co has many boosters among 
its 1,200 dealer members. 

One of its outstanding proponents 
is the Blackstock Lumber Co. of Se- 
attle. Bob Blackstock has had a Lu- 
Re-Co franchise two years. He started 
actively selling Lu-Re-Co components 
nine months ago. 

“TI can’t conceive how a dealer with 
no access to research can produce a 
component system better than Lu-Re- 
Co,” says Blackstock. “Dealers who 
attempt to develop their own con- 
struction systems are foolish. How can 
they ignore the $400,000 which the 
Lumber Dealers Research Council has 
put into Lu-Re-Co to bring it up to 
where it is now? 

“Every time we veer away from 
Lu-Re-Co principles, we are in hot 
water. 

“A dealer can produce Lu-Re-Co 
components for less than $1,000 in- 
vestment. He can sell the builder a 
complete package instead of odds-and- 
ends. All materials are included in a 
contract package price. And he has 
complete acceptance from FHA.” 

Sell the package. Blackstock and 
the two Ohio “custom fabricators” 
mentioned above agree on one point 
for maximum profits. They insist you 
must sell the package, not simply wall 
panels and roof trusses. 

“Anyone who simply sells fabricat- 
ed components out of stock is making 
a mistake,” says Blackstock. “We give 
the builder a firm contract price on 


everything except the few items he 
buys installed, such as hardwood floor- 
ing, gypsum wallboard and roofing. 

“If every dealer would sell some 
kind of component package, distrib- 
ution problems would be out the win- 
dow. The question is: ‘Will the lumber 
dealer get back his role of selling all 
the materials in the house?’ We are 
doing it with Lu-Re-Co.” 

Blackstock said that at first he was 
delivering Lu-Re-Co components plus 
collateral materials for one house ev- 
ery three days. Recently he stepped 
this up to three houses every seven 
days. 

Not all easy. Anything new has its 


problems, Blackstock said. “Lu-Re-Co 
creates a problem by its very sim- 
plicity,”” he pointed out. “We keep try- 
ing to complicate it and suffer for it. 
“Many dealers expect any improve- 
ment to start ringing the cash register 
at once. But it takes several Lu-Re- 
Co houses to iron out your problems. 
“We furnished five houses before 
we learned how to deliver them right. 
(We make equal piles of panels on the 
truck, lay trusses on top.) We supplied 
10 houses before we got into the 
black. Even the carpenters on the job 
worked against Lu-Re-Co until they 
found it brought them more total work 
(continued on next page) 
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LET THE NAME 


PICKERING 


BE YOUR GUIDE IN BUYING LUMBER 


Pine 
Ponderosa 
Pine 
White Fir 


Incense 
Cedar 
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Pick Pickering for Quality, Value, Service 


For interior or exterior uses, you can't beat Pickering lumber. It comes from 
fine, mature-growth, altitude timber. It’s well-manufactured, accurately graded 
to Western Pine Assn. standards, and carefully loaded in clean cars. For 
nearly 64 years Pickering has been known for satisfaction to customers. 


Send for the Pickering Color Brochure—showing illustrations of Pickering's 
timber and facilities—and telling the Pickering quality story. Let us demon- 
strate to you how well Pickering can serve you. 


PICKERING LUMBER CORPORATION 


Standard, California (Near Sonora, Calif.) 
MILLS: Pickering Lbr. Corp. 
West Side Lbr. Co. Div. 
JE 2-7141 
WA 8-4213 


Standard, Calif. 
Tuolumne, Calif. 
TWX Sonora 116-U 
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and did not take away their jobs. 

“You have a billing problem, too. 
You can’t bill in the normal way. 
We bill 25% of the contract price 
when we send out the foundation load, 
50% of the bill with the panel and 
truss load and 25% with the millwork 
and finish load for each house. 

“Lu-Re-Co also gave us an inven- 
tory problem. We couldn’t work out 
of our heads any more. We have put 
in an inventory control system. This 
has cut our inventory $10,000 and we 
have a better balanced stock. Also, 
with the control system we buy against 
peak times. 

Know building. When selling com- 
ponents you must know as much about 
the builder’s job as the builder does, 
Blackstock warns. You must know how 
long to pour the foundation, how long 
to apply gypsum board, etc. 

“We must keep up on this so we 
can fabricate components and have 
them on the job on time,” he said. 

Blackstock prefers to sell builders, 
not homeowners. “It costs us more 
before we are through to sell one 
house to a do-it-yourself owner than 
it does to sell six to a contractor,” he 
said. “But sales are not really a prob- 
lem. The problem has been turning 
out components fast enough.” 


The Seattle lumberyard is now sell- 
ing components for the 1959 Lu-Re- 
Co homes recently introduced by the 
Douglas Fir Plywood Association. Pic- 
tures with this article show the Black- 
stock operation in detail. 

Sweat-equity. The market for own- 
er-builders or “sweat equity” is still 
ripe in many areas. Some dealers, 
such as McBride’s in Burley, Idaho, 
find the 4’-wide Lu-Re-Co panels 
ideal for this market. Lu-Re-Co has 
been responsible for a 40% increase 
in sales for this yard in the first year 
it was used. 

Verle McBride reports that 34 Lu- 
Re-Co homes have been sold in the 
past 18 months. Many of these were 
erected by the dealer, but some were 
sold to owner-builders. By any yard- 
stick this is a sizable record for Mc- 
Bride’s market. 

The panels and trusses are fabri- 
cated in spare time at the yard. They 
are sold along with full house materi- 
als for owner-builders. Or the yard 
will erect the homes for consumers. 
Average package at Burley will be 
$11,000 or $12,000, says McBride. 

Many of McBride’s sales are made 
to farmers. The prefabed panels are 
important here because McBride’s 
crew must deliver and then erect up 
to 30 miles distant. These houses are 
often financed by the Farmers Home 
Administration. 

McBride’s have created several 
house plans of their own design for 
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regional preferences, adapting Lu-Re- 
Co components. Clarence A. Thomp- 
son, chairman of Lu-Re-Co’s execu- 
tive committee, says any dealer has 
the right to adapt Lu-Re-Co in this 
fashion. 

Dealer-builders. As pointed out ear- 
lier in this article, some lumbermen 
are going into the building business to 
control the complete house package 
sale. A typical example comes from 
Wenatchee, Wash., where the Builders 
Cash and Carry yard erects houses 
under the name of Dillon Construc- 
tion Co. 

L. E. Dillon reports sale of 18 pack- 
aged homes this year. He uses a vari- 
ation of Lu-Re-Co components. 

“We use 4’ wide panels but we 
have the studs 16” o.c.,” said Dillon. 
“Also we have changed the Lu-Re-Co 
2”x6” header to a 2”x10” header. 
The houses sell from $13,900 to $15,- 
900. 

Dillon told American Lumberman 
that building is highly competitive in 
Wenatchee, especially on FHA-in- 
sured houses. “If it were not for our 
purchasing power through the lumber- 
yard, I doubt if we could compete at 
a profit,” he said. 

Lu-Re-Co problems. Despite the 
dealer successes with the Lu-Re-Co 
component system or with other fab- 
rication ideas, many yards report dif- 
ficulty in setting up a fabrication busi- 
ness. 

Many dealers, of course, feel it is 
not necessary to fabricate compo- 
nents. They are critical of any system. 
For a realistic report on Lu-Re-Co, 
American Lumberman _ interviewed 
dealers who hold or have held Lu-Re- 
Co franchises. 

Ralph Wall, sales manager, Hyak 
Lumber & Millwork Co., Olympia, 
Wash. has jigs set up for Lu-Re-Co 
components, but is having trouble be- 
cause of a “shortage in Lu-Re-Co 
plans.” 

“National Plan Service will adapt 
any plan for us for $70, in addition 
to the cost of the original plan,” Wall 
said. “Or, a local draftsman will make 
a complete Lu-Re-Co plan for the 
same price. But this is time consum- 
ing and expensive. 

“There is also a problem developing 
a retail price on components. Lu-Re- 
Co says one man can build a plain 
panel in 20 minutes. But we do not 
dare to base a price on that time.” 


Despite these problems, Wall said 
that his company hopes to develop a 
house package, tie up some lots, then 
go to contractors to build on specula- 
tion and share profits. “By spring, 
with luck, we will have experience on 
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Quality Hardware Since 1900 
27 LUDLOW STREET - Phone WAlker 5-6300 - NEW YORK 2 


- several houses, he said. 


Carpenter problem. “We started out 
on Lu-Re-Co several years ago, but 
had trouble getting cooperation from 
men on the job.” said George Os- 
borne, Northwest Lumber & Millwork 
Co., Chehalis, Wash. 


(continued on page 52) 
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Why settle for only part of the profits in wood paneling? 


Your customers for unfinished paneling and moldings need Weldwood Wood Finishes, too. 


, 4 


WELDWOOD SATINLAC® LIGHTENER. New, 
anti-wetting agent to prevent darkening or 
“wetting” look usual when new wood is 
finished. Retains native wood tone when 
followed by finish coats of Satinlac. 


WELDWOOD PUTTY STIKS®. New. In 16 
colors, for filling nail holes and other minor 
surface defects after finishing. Merchandised 
in an attractive display unit to step up your 
turnover, boost your profits. 
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WELDWOOD SATINLAC”®. New, improv ed for- 
mula with greater solids content goes 
farther, works easier, is nearly odor-free. 
Brings out and preserves natural wood 
beauty with no “built up” look. 


WELDWOOD TRIM STAINS. New. Ready- 
mixed in 15 colors for finishing doors and 
trim to blend with any shade of Weldwood 
prefinished paneling. Accessories chart avail- 
able on request. 
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(You get a full 40% discount on every item in the fast-selling line!) 


WELDWOOD FIRZITE” — penetrating resin 
sealer. White for blond, pickled, and limed 
effects; and as primer under paint to prevent 
checking. Clear to prevent wild grain when 
staining softwoods. Both Clear and White 
Firzite can also be tinted with colors-in-oil 
to produce innumerable oil stained effects. 


STOCK THE HIGH-PROFIT WELDWOOD LINE. CALL YOUR 
WELDWOOD REPRESENTATIVE TODAY, OR WRITE 


Weldwood* 


WOOD FINISHES 
sh 


UNITED STATES PLYWOOD CORPORATION, 


Dept. AL 11-24-58,55 W.44th St.,New York 36,N.Y. 
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Jobbers Discuss Sale of Components to Retailers 


Some big builders can set up fabrication shops of their 
own. But most builders will look to their suppliers for com- 
ponent parts, wholesalers are told. 


Should the sash and door jobber 
provide windows and doors in pre- 
assembled panels? Or, should he go 
further and fabricate other compo- 
nents for sale to the dealer to com- 
pete with factory prefabers? 

Those questions were on the minds 
of the Northern Sash & Door Jobbers 
Association members as they met in 
convention recently. A clinic on the 
subject was moderated by John W. 
Gaul, manager of the Whitmer-Jackson 
Co., Medina, N.Y. 

The panelists did not wholly agree 
on the need or the ways and means of 
producing and selling prefab compo- 
nents. But they left little doubt that 
jobbers are concerned about their 
proper and profitable place in the 
swing to “parts instead of pieces.” 

Moderator Gaul pointed out that 
the Lumber Dealers Research Coun- 
cil will license manufacturing distribu- 
tors so they can resell Lu-Re-Co 
trusses and wall panels to retail lum- 
ber dealers. 

He also reminded the delegates 
that the Douglas Fir Plywood Asso- 
ciation has suggested that sash and 
door jobbers fabricate stressed-skin 
panels and box beams, since they al- 
ready have adequate warehouse and 
assembly facilities. 

“Each millwork jobber must con- 
sider what components are applicable 
to his business and how he would be 
able to distribute them to dealers,” 
said Gaul. “He must also consider 
how he will finance and warehouse 
the additional inventory; to what 
points he will make deliveries; what 
types and sizes he should standardize 
and how much he should customize.” 

What to sell? The immediate con- 
cern for sash and door people should 
be window panels and door panels, 
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“They have the idea that panelizing 
was useless labor. We have developed 
a nice business in roof trusses, how- 
ever. You can’t beat that.” 

Osborne has made and sold 200 


52 


said Jack N. Schmitt, general man- 
ager of Royal Oak (Mich.) Wholesale 
Co. 

Such panels are being made by 
factory prefabers, he said. In Detroit 
and elsewhere there are _ specialty 
houses which sell pre-assembled door 
and window panels to builders, by- 
passing the dealer. 

Panelist J. Duncan Brown, presi- 
dent, Iron City Sash & Door Co., 
Pittsburgh, Penna., pointed out that 
his company and other wholesalers are 
already selling “fine” components 
such as structural walls, window units 
and pre-hung doors. “But now we 
must work back to the ‘rough’ pack- 
age which incorporates all these things 
in it,” he said. 

Brown told American Lumberman 
that his company was working on 
such “rough” packages, especially 
kitchens. He emphasized that such an 
integrated package will be sold ex- 
clusively to retailers by Iron City. 

“The dealers must not be put into 
a position of suffering at the hands of 


J. Duncan Brown J. W. Schmitt 


trusses this year. They retail for $16. 

“One problem we had was that 
House & Home magazine published a 
story that the builder should pay only 
$12 for a Lu-Re-Co truss. There are 
37 board feet in a 24’ truss and we 
must get at least $16,” he said. 

Changes needed. J. W. McCord of 
Logansport (Ind.) Lumber Co., said 


a jobber who handles 
parts,” Brown said. 

Dealer reaction? The question of 
jobber-dealer relationships was further 
aired by panelist Ivan K. Hoyt, presi- 
dent, A. W. Hastings Co., Somerville, 
Mass. 

“Jobbers could unwittingly absorb 
some of the functions of the retailer 
in this matter,” Hoyt said. 

Brown suggested that components 
might be produced by manufacturers. 
Jobbers would then assemble them in 
a package, such as an entire wall 
section. 

“The dealer’s function would be to 
merchandise the end-product, handle 
real estate and land problems,” he 
said. 

An _ unidentified jobber said that 
present-day prefab houses vary so 
much in sizes and styles that it would 
be very difficult for the dealer or 
builder to assemble a house from a 
variety of components developed here 
or there. 

Another jobber from the conven- 
tion floor wondered if dealers want 
jobbers to prefab. In his opinion, the 
jobber should sell specialty items to 
the retailer on the one hand and the 
prefaber on the other hand. 

Big job. The fear that jobbers 
would be weakened by expansion into 
pre-assembly was voiced by Ivan 
Hoyt. 

He said that most jobbers would 
admit that they could improve their 
present job before entering another 
field. 

Hoyt pointed out that a substantial 
part of the jobber business today is 
vastly different from prefabing. “Our 
efficiency in handling our present 
functions might suffer if we reach out 
for prefabing. Our space and capital 


component 


that they have completely changed 
their component system in selling to 
contractors. 

As a result, this yard dropped Lu- 
Re-Co. 

“Our first trouble was with double- 
headers,” said McCord. “We now use 
a 2x4 top-plate. We use a double- 
header built into the window panel. 
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John W. Gaul Ivan K. Hoyt 


could easily be strained,” he said. 

Another jobber said that assem- 
bling and selling large components 
would demand much greater financial 
resources, compared to the present. 

On this point, Kenneth G. Lang, 
manager of Collier-Glasson Co., To- 
ledo, suggested that jobbers consider a 
central lending institution. 

An enlarged sales force would also 
be needed if the jobber expands into 
prefabing, said Jack Schmitt of 
Royal Oak Wholesale Co. 

“Credit departments will have to be 
revamped. In some cases the lumber- 
yard might become a service agency 
or perhaps a broker working on a dif- 
ferent profit level than at present,” 
he said. 

Labor problem. Union contracts and 
labor rates might bring problems, 
Schmitt of Royal Oak said. 

“At least one union’s position is 
that outside wage rates should pre- 
vail, rather than shop rates where 
component construction is involved,” 
he explained. 

Action needed. Toledo's Kenneth 
Lang warned the jobbers that factory 
prefabers were aiming for 20% of 
the residential market within the next 
few years. 

He called for the Northern Sash & 
Door Jobbers group to organize a 
research program to explore the prob- 
lems and make suggestions on how to 
handle prefab homes or component 
parts. He said the association should 
develop merchandising and advertis- 
ing procedures and study plant, engi- 
neering layout and shipping problems. 


We still suggest 4’-wide wall panels. 
But because our contractor trade 
wants custom-designed plans, we have 
to build panels of other sizes.” 
Logansport Lumber has_ supplied 
about 40 houses over the past three 
years with pre-assembled parts. This 
year, some contractors have declined 
to use wall panels. But production 


and sales of roof trusses have in- 
creased. “We have designed our own 
hip-roof truss,”” McCord said. 

The basic problem facing small- 
town dealers within range of shipped- 
in prefabs is told by McCord 

A builder-dealer for National 
Homes was ahead of local lumber- 
yards in developing a housing tract 
for Logansport, he said. As a result, 
components from the lumberyard are 
sold primarily to contractors who 
build on scattered lots. 

The lumber company as yet is not 
developing land, although many deal- 
ers have controlled the building busi- 
ness by this device in cities the size 
of Logansport. “That is obviously the 
secret in selling volume house pack- 
ages in volume in a market like ours,” 
McCord said. 

Precutting. A number of dealers, 
especially on the West Coast, claim 
that precutting for builders is better 
than yard fabrication. This particu- 
larly applies to tract sales. 

One example is O’Neill Lumber Co., 
Redwood City and San Carlos, Calif. 
D. D. Wight of O’Neill’s said: 

“We have been precutting for sev- 
eral years. Recently we have precut 
for a prefaber. In noting how the 
prefaber works, we think the pre- 
cutter has some advantages over him. 

“The prefaber has added _trans- 
portation costs because of the panels. 
Large-scale builders can fabricate pre- 
cut lumber at the tract almost as 
cheaply as in a factory, avoiding extra 
transportation costs. 

“As the volume dwindles, however, 
the prefaber has more advantages. 
He can offer other services to the 
builder, such as house plans, land 
planning, mortgage money, appliances 
and sales help. The tract builder does 
not need this service, but the medium- 
sized builder should welcome it.” 

Switch-back. At least one dealer is 


Why Dealers Get Gray 


“Size? Oh, you know, about an 
average size window, opens up 
about this far.” 


switching from precutting to yard 
fabrication. Robert Cheim, Cheim 
Lumber Co., San Jose, Calif., said 
that his firm now has a local architect 
working on plans for several prefab 
homes to be made at the lumberyard. 

“We think that this local architect 
can produce a better job, design-wise, 
than we can take from a plan book. 
We see few difficulties with the tech- 
nical end of prefabing. It is a sales 
job. We want a house which our 
builder customers can sell in volume.” 

Cheim may well be pointing to a 
major development that augurs well 
for the dealer. With an architect on 
the retailer’s team, builders will re- 
ceive the ultimate in service and the 
utmost in savings from yard fabrica- 
tion. It should be an_ unbeatable 
combination. 
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CONVENTIONALLY-BUILT HOUSE erected by a contractor customer of Gaven Lum- 
ber Co., Collinsville, Ill., competing successfully with shipped-in prefabs. Francis 
and Bob Gaven say that an efficient builder can erect a conventionally built home 
of a prefaber's design, using the same or better materials, at a minimum saving of 
$300 and up. ‘‘We run ads every week stating that the Gaven Lumber Co. and its 
Collinsville contractors can save a customer money. During the past few years the 
smallest saving has been about $500 and the greatest $1,400," said Francis Gaven. 
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HOT MEM Yr 
(COLO weather 
PROFITS... 


ARROW’S 
Packagede Modular 


PATIO-CARPORT 


Get a ‘‘Ground-Floor’’ start in America’s 
Newest, Hottest Home Improvement Item. 
With ARROW You do it the Fastest, Easiest way— 
with No Capital Outlay. 


© LOWEST DEALER PRICES .... start at only $57.30 for 
small size roof! 
NINE SIZES—8’ x 12’ to 10’ x 20’ 
THREE COLOR COMBINATIONS 


A “Do-It-Yourself'’ natural, simple to install with illustrated instruc- 
tions in each package. 
Arrow structural engineers designed this package for strength as well 
as beauty. It will withstand year ‘round weather abuse with loading 
factor of 30 Ibs. sq. ft. 
All components finished with baked-on “Pressurecoat'’, an ARROW 
exclusive, guaranteed against chipping, peeling, rusting. 
Legs and roof understructure of heavy gauge steel. 
Aluminum Roof Pans are fluted for extra strength and beauty, formed 
with interlocking edges for quick “snap-together” assembly, guaran- 
teed leakproof. 
COMPLETE PROMOTIONAL PROGRAM .. . 
© Newspaper Mats ® Colorful Brochures ® Large Glossy 
Photos ® Colored Window Streamers ® Counter Displays 
® Scale Model Displays 
Get started NOW .. . It’s CARPORT Time! 


ARROW —The Greatest Name in Aluminum Awnings 


Arrow Metal Products Corp. 
Haskell, N.J.—College Park, Ga.—Box 1461, Fresno, Cal. 


Rush me all information on your Packaged Carport. 
Name 

Company 

Address 
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HOME-MADE TURNTABLE is used to produce an average of 
400 water tanks and 50 supply tanks annually by Untereiner's. 


Fabrication for the Farm 


At Untereiner’s, Inc., Dimock, S.D., 9 carloads of red 
wood and 25 carloads of west coast fir are transformed 
into 400 farm buildings, 400 water tanks and 50 supply 
tanks annually. 

In fact the volume is so great that the local postoffice 
was reclassified from 4th to 3rd class—mainly due to the 
operations of this lumber yard in this community of 150 
population. 

“We felt the need for supplying storage buildings and 
went ahead and developed a simple laminated rafter type 
of building,” modestly stated A. A. Untereiner, president. 

Although starting out to supply low-cost buildings for 
storage of grain in this rich farming area, they have 
branched into buildings such as loafing barns, feeder sheds, 
poultry houses, repair shops—almost any type of packaged 
farm building needed. 

The base of it all is in fabricated arch-type rafters. “My 
son, John, should be given credit for this,” added Unter- 
einer. “You see, in designing rafters the most important 
factor is determining the proper radius which he did by 
slide rule.” 

Having developed the proper curve, 1x6 firs are glued 
and nailed together to form 3 or 4 plys—depending upon 
the width of the building. 3-ply 1x4’s are used for build- 
ings up to 16 feet wide. 3-ply 1x5’s and 1x6’s are used in 
widths from 20 to 36 feet and 4-ply 1x6’s are for build- 
ings 40 to 44 feet in width. 


TWO FORMS are placed together to make proper angle on 
farm building rafters. Such boards are glued and then nailed 
with 4 penny and 7 penny galvanized nails. 


DURING BUSY SEASON, John Untereiner doesn't mind donning 
work clothes to aid in building arch-type rafters. 


a 
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FACING THE FACTS ON COMPONENTS 





Will you get your share of the next boom? 





7? month the big population counter at the Bureau 
of the Census tripped and a new total came into 
view—175 million. Significantly, this figure had previously 
been predicted for 1960. 

Viewing our growing population, and marked decline 
in the death rate, many trained observers believe we are 
on the verge of another housing boom. 

There is every indication, too, that people will have the 
money to buy their needed new homes. Once it was es- 
timated our gross national product would read $500 billion 
by 1968; actually the magic figure is in sight for next year. 

Housing predictions are as follows: 1960, 1,320,000; 
1965, 1,470,000 and 1970, 1,650,000. Replacement of ex- 
isting homes is expected to account for a growing number 
of starts. Estimates range from 500,000 in 1960 to around 
700,000 in 1975. 

So the word “boom” begins to sound reasonable. But 
will the nation’s lumber dealers get their share of the up- 
surge? 


e’re not trying to scare anyone. 

But will you find yourself standing outside, watch- 
ing others fill a new need and pocketing the cash and prof- 
its? Will these people be installing materials you’ve never 
stocked or seen? 

Will you stand by while outsiders bring in fabricated 
walls, partitions, roofs and other house parts from distant 
assembly shops—somebody else’s shops? 

Let’s not kid ourselves. It can happen. 

We all remember those smart builders several years back 
who rushed in using Uncle Sam’s money and pinned deal- 
ers against the price wall. In the coming boom, these 
project builders will have new advantages. They can capital- 
ize On new building techniques and merchandising skills 
pioneered by factory prefabers. 

For after many hopeful but barren years, factory pre- 
fabers are beginning to ring the bell and blossom out. They 
are reaching into new territories, including many small 
and medium-sized towns. They are building everything 
from semi-finished to minimum to high-priced homes. 

Aside from other advantages the swing to components 
will be accelerated by a gradually diminishing supply of 
skilled labor in the building trades. 


hat all this means—for the prefaber, the volume 

builder and the 25-50 house contractor—is a faster, 
forward swing to pre-assembled component parts. These 
include wall panels, roof trusses, interior partitions, kitch- 
ens and other items sold to the builder in complete, mod- 
ular house packages, such as described on the preceding 
pages. 

Unfortunately, despite the dealer’s enviable advantages 
for assembling and selling components, we as an industry 
are dragging our feet—this in spite of outstanding leader- 
ship by many unselfish retailers, who have encouraged 
and developed components for many years. 

There are, of course, spectacular examples of dealers 
doing well with components. You have read about them in 
American Lumberman. But, viewing the entire dealer 
scene, the progress is at a snail’s pace. 


hy is this? Well, to succeed with components, in- 

volves more than just fabricating simple panels. Any 
dealer can even devise his own component system. Many 
have done so. 


We suggest that some of the trouble can be traced to a 
lack of merchandising for dealer fabricated components. 
How can an individual dealer be expected to match the 
hundreds of thousands of promotion dollars marshaled by 
the prefabers? 

While you are boasting to your builder prospect of your 
engineering quality and “buy at home,” the mass prefaber 
may have already sold him—through persistent, hard-hit- 
ting merchandising. 

You'll recall the old adage—‘“In numbers there is 
strength.” Well, we have plenty of dealers, but is there 
strength? 

No matter how many efforts in component fabrication 
are made by individual dealers—and there are some re- 
markable successes—we have a very real need for indus- 
try-wide action in merchandising of yard-made component 
houses. 

Like it or not, we live in an economy of marketing big- 
ness. Component parts can be most effectively assembled 
locally or regionally by retail dealers. Often labor costs are 
lower than in the big prefab plant. But without national, 
king-sized merchandising to supplement local promotion, 
the logic of dealer-assembled component systems may go 
by default to others. 

The bigness we need is the bigness of a bold promotion. 
Numbers make strength only when they are united by 
common goals. 


t is an indictment for the entire lumber and building 
| Phot industry that a ready-made organization need- 
ed for this strength in components—the Lumber Dealers 
Research Council—has but a fraction of the dealers behind 
it that it deserves. 

While a single factory prefaber budgets millions to mer- 
chandise his 1959 line, Lu-Re-Co promotes its case out of 
limited funds, buoyed up mainly by the faith of a small 
group of dedicated retailers. We regard the lack of in- 
dustry-wide support for Lu-Re-Co as not only a problem. 
but faint praise for the ability of all dealers to see new 
competitive challenges just ahead. 

We can’t believe this present dealer apathy towards 
Lu-Re-Co will continue. You may have serious questions, 
but the basic value of such an organization to lumber 
dealers can hardly be disputed. We have a few questions 
ourselves: 

1. Can one system of components serve 30,000 dealers? 
Perhaps Lu-Re-Co could become a clearing house for 
many advanced component methods rather than an advo- 
cate for a single system. 

2. On the other hand, is engineering emphasized too 
much when merchandising is so badly needed? 

3. Why has Lu-Re-Co failed to tap the research facilities 
of leading manufacturers? How many consumer ads and 
how much literature from your major suppliers have been 
built around dealer-made component systems? 

4. Why have wholesalers, millwork jobbers and others 
been overlooked? They could be essential as a source of 
components for the smaller yard. 


ntil at least 50% of the nation’s 30,000 dealers tie-in 
with a national component program and until a min- 
imum of 200,000 homes are erected annually with dealer- 
assembled components, we must continue to ask questions. 
These goals are far away as the 1959 building season is 

planned. 
—The Editors 


November 24, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 55 














Meet a Kitchen SPECIALIST: He Pushes Sales 


Lumberyard president Henry G. Lund says: ‘‘Here's the 
way to change from just stocking cabinets to selling complete 


kitchens at a profit.” 


Kitchen sales were responsible for 
a high percentage of Baker Lumber’s 
volume last year in Worcester, Mass. 

This success, in the face of declin- 
ing sales in building materials, is no 
accident. It took the combined brains, 
finances and managerial resources of 
Joe F. Boyer, a kitchen specialist for 
14 years and Henry G. Lund, presi- 
dent of Baker, to establish the depart- 
ment, which showed a 30% increase 
in sales last year. 

The “department” is now known 
as “Baker-Boyer” Kitchens. 

C. H. Sandford, district sales man- 
ager, St. Charles Manufacturing Co., 
was the intermediary in this alliance. 
He has made a similar connection 
just recently for the Providence Box 
and Lumber Co., Cranston, R. I. 

The No. 1 need for a successful 
kitchen department, declares Lund, is 
a specialist, who really knows the 
kitchen business and who can de- 
vote all his time and energy to it. 
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Baker Lumber had “sold” kitchens 
before. This had consisted mainly of 
taking orders from customers who 
happened to see the dusty cabinets in 
the showroom. This type of “selling” 
went out when Boyer joined Baker 
three years ago. 

Rounded promotion. An extensive, 
well-lighted window display of kitch- 
ens at the Baker Lumber Co.; a per- 
manent display of two kitchens at the 
local gas company office; a home 
show booth; newspaper and direct 
mail promotion; word-of-mouth rec- 
ommendation and, above all, intensive 
personal sales effort, have been used 
to make Baker-Boyer kitchens a sig- 
nificant factor in the local market. 

Until just recently, Baker-Boyer has 
handled only a high-priced custom 
line of kitchens. Prospects for Baker- 
Boyer quality kitchens are financially 
well off. This fact is responsible for 
the strong sales curve in kitchens de- 
spite the recession. 


To broaden their line, Baker-Boyer 
has taken on a lower-priced line of 
cabinets for which they are distributor 
as well as dealer. A new salesman 
has been added to the staff to pro- 
mote this line, which was given a pro- 
motional send-off by a major display 
at the Worcester Home Show last 
spring. Seven sales had been made be- 
fore the permanent display was set up 
in the store. 

Besides appealing to the middle in- 
come group, the new cabinet line has 
several strong selling points, Boyer 
points out. With a split flush hinge, 
the doors are easily adjustable and 
can be easily switched should the cus- 
tomer want a color change in one of 
the seven available tones. Magnetic 
catches and ceramic pulls are other 
features. 

Sales setup. Boyer believes in bring- 
ing the prospect into the salesroom as 
the first step in selling a kitchen. This 
enables him to qualify the customer 
very quickly and avoid wasting time 
on dead leads. He avoids a home call 
as a first step whenever possible. 

With several kitchens and a wide 
variety of builtins, Boyer has the tools 
to illustrate everything he is talking 
about and can answer most of the 
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Up 30% in Declining Materials Market 


prospect’s questions on the spot. A 
home visit will give him the dimen- 
sions and other ideas before he sub- 
mits his first sketch. He often makes 
two or three rough sketches before he 
decides on one for presentation. Three 
or four calls, usually in the evening 
when husband and wife are at home, 
are necessary to close the sale. 

Kitchen installations are handled 
through subcontractors. Boyer checks 
each job frequently several times dur- 
ing the construction stages. Every ef- 
fort is made to see that the customer 
is completely satisfied with the re- 
sults since the majority of new busi- 
ness comes from word of mouth ad- 
vertising. The package price always 
includes an allowance for callbacks. 
Although Boyer devotes all his time 
to kitchen sales, he often passes along 
leads for home improvements, even 
new house jobs, which have resulted 
in sales, to the lumber department. 

Cash sales. To all intents and pur- 
poses, the Baker-Boyer kitchen sale is 
a cash sale, another reason why it is 
such good business. The contract pro- 
vides for three payments: one-third at 
the time the contract is signed, one- 
third when materials are delivered 


and one-third on the tenth of the 





Here you see the key elements of a successful 
4 kitchen department for a lumberyard. Above 
are the partners, Henry G. Lund (left above), 
president of Baker Lumber Co. and Joseph 
F. Boyer, 
is also seen in the model display at left. 


Above right is Boyer with C. H. Sandford, 
district sales manager for manufacturer. Select- 
ing a new salesman and training him is easy 
with manufacturer's program, says Sandford. 


Mrs. Barbara Butler, at right, helps specialist 
Boyer by doing finished sketches, estimating 
and certain amount of sales work. 
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Partners 


manager of kitchen sales. Boyer 


month following completion. There is 
very little FHA or other paper work 
involved. 

On direct sales to contractors, the 
agreement stipulates that the entire 
payment will be made within 60 days 
of the time of delivery whether the 
job is completed or not. The regular 
contractor agreement requires pay- 
ment of 50% of the contract price 
when the contract is signed and 50% 
on delivery. 

“Flexibility is a big sales point in 
selling this quality line,” declares 
Boyer. “We don’t have to say ‘no’ to 
any woman’s whims with three wood 
finishes and 16 colors in enamel and 
stylings in traditional, modern and 
contemporary.” 

Boyer has witnessed an about-face 
in kitchen design since he started sell- 
ing kitchens almost 15 years ago. 
First it was the big kitchen, then a 
down-grading to the efficiency kitchen 
and now the trend is back toward 
larger kitchens. 

One sidelight on the Baker-Boyer 
operation is the acceptance of trade-in 
kitchen cabinets, provided they are 
wood, not steel. Boyer has been able 
to find a market, even expectant 
buyers sometimes, for these cabinets. 



























news- 


Advertising schedule. The 
paper advertising done by the kitchen 


organization is mainly cooperative 
with suppliers of cabinets and builtins. 
These are usually run adjacent to 
Baker Lumber’s ads on general build- 
ing supplies. The high newspaper rate 
has resulted in more direct mail 
emphasis. 

As a followup to manufacturer’s 
leads and to keep prospects hot, 
Boyer has a seven-piece direct mail 
program, which is mailed on a weekly 
schedule. The promotional cost of the 
home show was approximately $1,500 
with the suppliers of cabinets and 
builtins paying most of the expense. 

Effective use of a salesman’s time 
cannot be overemphasized, asserts 
Boyer, who has a capable office as- 
sistant in Mrs. Barbara Butler, who 
does estimates, color perspectives and 
a certain amount of selling when 
Boyer is out of the office, allowing 
him to concentrate on outside calls. 
This is an important job in a small 
organization. 

Two full-size kitchens with name- 
card credit to Baker-Boyer are on 
permanent exhibit at the gas utilities 
office. Some 23,000 people pass this 

(continued on next page) 
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KITCHEN SPECIALISTS 


(begins on page 56) 





display monthly en route to pay their 
bills. One of these is a live display 
used twice weekly for demonstration 
purposes. Both displays were pur- 
chased outright. 

The Baker-Boyer business partner- 
ship has helped each participant. It 
has given Baker a prestige department, 
plus a welcome sales volume increase 
to partially offset sliding sales in 
building materials. It has given Boyer 
the capitalization necessary for a 
strong organization; freed him from 
credit and collection details, allowing 
him to concentrate solely on sales; 
associated his name with a_ well- 
known, reputable firm. 

The combination of an established 
kitchen specialist tied to a progressive 
lumber firm has proven itself in more 
than one case. It’s an idea that other 
dealers who are not in_ kitchens, 
might like to look into. 


NEW WOOD LINE of cabinets was introduced at local home show by Baker-Boyer, 


resulted in two immediate sales. 


PACKAGED KITCHEN in 50-year-old residence of Oscar A. Hagenseck is typical 
big-ticket job designed by lumberman Bill Ford, pictured with his customer. 


lowa lumber dealer says: 


Become Your Own Kitchen Specialist 


“We used to take pride that we 
were a contractor yard,” said veteran 
lumberman B. L. Ford of Sioux City, 
Iowa. “But not any more. 
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“Now we take contract on as many 
jobs as possible and our sales are go- 
ing right along, at a good return. We 
have kept business up despite a de- 


cline in local housing starts compared 
to last year.” 

Part of the credit for the Ford Lum- 
ber Co. switch to consumer sales goes 
to son Bill. He has become a kitchen 
specialist, trained at a cabinet manu- 
facturer’s factory. 

During the past year he has sold an 
average of one packaged kitchen a 
month, even though he has other du- 
ties to perform besides kitchen sales. 

The jobs run $300 to a high of 
$3,900. All labor is sub-contracted. 

A “measurement checklist” form is 
used by Ford’s which gives complete 
data on a prospect’s desires, needs 
and preferences. 

There are four other lumberyards 
in the kitchen business in Sioux City, 
a town of 85,000. Several kitchen spe- 
cialists are also after this business. 

Inventory at Ford’s includes about 
300 cabinets plus builtin appliances. 

Advertising in the telephone classi- 
fied pages provide enough leads for 
the one-man department. “Our best 
advertising is the reputation of qual- 
ity resulting from many years in bus- 
iness as a lumberyard,” Bill said. 

Bill’s knowledge of building mate- 
rials enables him to sell complete 
kitchen remodeling, not just the cab- 
inets. In the modernization pictured 
left above, for instance, Ford’s low- 
ered the ceiling, installed the vinyl 
flooring, lighting fixtures and wall tile 
as well as the birch cabinets and ma- 
jor appliances. 
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If you handle Matico, you've got a big selling edge in today’s 
tough market. The sweeping national promotions that back 
Matico’s famous styling and quality pay off where it counts 
—at your cash register. 


This year Matico’s exclusive Decorating Idea Center pro- 
motion is helping dealers everywhere stop ’em ... show ’em 
... Sell’em profitable Matico Tile for every room in the home. 


It will do the same for you! 


Ask your Matico distributor, or mail coupon for details. 


MASTIC TILE CORPORATION 
OF AMERICA 
Houston, Tex. ¢ Joliet, tll. 
Long Beach, Calif. «© Newburgh, N. Y. 


Vinyl Tile « Rubber Tile « Asphalt Tile 
Vinyl-Asbestos Tile + Plastic Wall Tile 


Mastic Tile Corp. of America 
Dept. 3-11, P. O. Box 128 
Vails Gate, N. ¥ 


CJ Rush full details on handling the 
profitable Matico line. 

1 Have your distributor call. 

Name 


Address 


3, See Zone-—State 








BALL CATCH 
Face Plate 2'* x 1 


Depth of Bore 


No. 345 
BALL CATCH 
Face Plate | 
Depth of Bore ’s 


BALL CATCHES 


No. 346 — for louvered, bi-fold- 
ing, accordian, wardrobe and 
service doors. The perfect catch 
to use with dummy trim. 


No 345—for cupboards and 


@®@ Adjustable threaded barrel 
small interior doors. 


compensates for various clea. - 
ances of doors 


No. 345-346 made in wrought 
brass, hand polished in standard 
finishes 


Adjustable spring tension — 
No. 346 only 


Free rolling ball insures 
smooth, positive, trouble-free 
operation. 


ROLLER CATCH 
No. 333 ff 


Heavy duty Roller Catch for wardrobe 
and interior doors. 


PREETI s crmbes Ongena ie a apg & 


® Easily installed on thin doors — nor- 
row 7%" face plate. 


nt ait 


Quick mortising of strike because of 
new strike design 

Smooth positive latching action insured 
by powerful conical ants No. 333 
Face Plate 2%" x % 
Bore %” diam. x 158” 
Strike 244” x 15%” 


” 


Nylon Roller —durable, uniform 
action. 

® Quiet operation — special rubber 
washer cushions return of Nylon rolle:. 


Made in wrought steel, burnished — also wrought brass face plate and 
strike, hond polished in standard finishes. 


THE H. B. IVES COMPANY 
NEW HAVEN, CONN. 
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DESIGNER MORRIS PETTA of the Rapids Lumber Co. staff dis- 
cusses proposed kitchen layout for Mr. and Mrs. Paul Romag. 


Builtins Boost Dealers’ 
Kitchen Sales 


Custom design service, special window 
display and newspaper ads are helping Wis- 
consin dealer tie builtins to kitchens. 


Why sell only half a kitchen? You are missing a bet by 
not selling the complete package, say the folks at Rapids 
Lumber & Supply Co., Wisconsin Rapids, Wis. 

Starting 18 months ago with a line of builtin ovens, 
ranges, refrigerator-freezers and vent hoods, Rapids Lum- 
ber did a volume of $22,000 this past year in builtins alone. 

Owner Rounds Metcalf sold 16 kitchen remodeling jobs 
averaging $2,100 in addition to the builtins sold in more 
than 25 new homes for which he supplied materials. 

This figure is considered rather good in this city of 
14,000 in which the appliance manufacturer also has dis- 
tribution through a local department store and a bottled 
gas company with several branches. 

Metcalf uses advertising mats from the manufacturer 
of Preway builtin appliances. Rapids Lumber’s easy pay- 
ment plans and free kitchen planning service are promoted 
in the newspaper ads. 

Prospective kitchen customers tend to gravitate to Rap- 
ids Lumber because of the firm’s complete kitchen plan- 
ning service from design through materials and financing. 
Still another advantage is the firm’s new location. 

Lacking a convenient railroad siding, Metcalf decided 
to move from a downtown location and take over prop- 
erty formerly occupied by a local milling and feed con- 
cern. The old property was remodeled into a new store 
with the original grain elevator structure left standing as 
an identification sign visible for many blocks. 

The new location fronts on a principal street, which 
also serves as two principal U. S. highways. One result of 
this improved location has been several sales of builtins to 
motorists, who were attracted by the win@ow display. As a 
matter of policy, these sales must be approved by the out- 
of-state distributor, if one is involved. 
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ROMAG'’S FINISHED KITCHEN with builtins installed, above 
and below. Lumberyard has both builtin cooking units and 
builtin refrigerator displayed in store. 


NEW STORE of natural redwood and Roman brick was erected 
in former grain elevator property, now used as identifying 
landmark by Rapids Lumber. 
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THE SIGHT IS RIGHT WITH A 










Users of David White surveying instru- 
ments get all their measurements on the 
button. They know they’re right, avoiding 
costly errors. You'll be right too, if you 
stock David White instruments. David 
White has been making surveying instru- 
ments for over 50 years. It is a well-known 
line that has high acceptance everywhere. 















BUILDERS 










A big market exists for this versatile, low-cost instrument. 
For determining differences in elevation, plumbing walls, 
laying angles, tiling, drainage. New streamlined styling. 
T8007 Farm and Light Construction Level-Transit. Tripod 
included. Retails for $89.50. 









For Contractors— Heavy-duty instru- 
ment for road and building construc- 
tion. Used to align piers, plumb walls, 
ascertain slopes—for tiling, general 
highway construction, leveling of 
floors, laying angles. 78300 Universal 
Builders’ Level-Transit. Includes new, 
American-style, wide-frame tripod. 
Retails for $217.00. 















For Concrete Contractors—Precision- 
made, modern-styled. Measure differ- 
ences in grade, find proper slope for 
drainage—lay out buildingsites. 78025 
Light Construction Level. Tripod in- 
cluded. Retails for $49.95. 























For Every Customer! Precision- 
made. For rough estimates, pav- 
ing, landscaping, laying out foun- 
dations, drainage, contouring. 
Natural impulse item. Each car- 
ton an effective merchandising 
unit. Builders, farmers, home 
owners—all prospects. 5556 True 
Sight Hand Level. Only $2.95! 


























Distributors and dealers being appointed now. Write for complete 
details today, including facts on our time-payment plan that can help 
you close plenty of sales. 







Prices slightly higher west of the Rocky Mountains 


DAVID WHITE INSTRUMENT COMPANY 


Dept. J, 2051 North Nineteenth Street, Milwaukee 5; Wisconsin 
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Christmas gifts to contractors raise the question: 





Necessary Evil or Just Reward? 


Cash to contractor's favorite charity is replacing loot to 
individual builders. Dealers give new views on holiday gift 


problem. 


Who killed Santa Claus? 

That is a question that some con- 
tractors may be asking themselves 
next month. More and more dealers 
say they are getting awfully tired of 
the insiduous seasonal shakedown 
commonly known as the Christmas 
gift. 

A coast-to-coast check of dealers 
by American Lumberman indicates 
that many dealers are gradually call- 
ing a halt to promiscuous gifts to 
contractors at the holiday season. 

Adverse dealer comments on gift- 
giving ranged from “a necessary evil” 
and “parasitic expense” to “vicious 
cycle, which should be brought to a 
stop.” 

Most dealers admitted that they go 
along with the idea of gift-giving sim- 
ply because it is expected. Other deal- 
ers feel more strongly. 

“We do not give gifts to our con- 
tractors,” remarked W. H. Hoffman, 
Wichita, Kans., manager of two 
yards, International Paper Co., Long 
Bell division. “Our experience has 
proven that the practice is entirely 
unnecessary.” 
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Why Santa quit. Speaking for Lar- 
son Lumber Co., Moline, IIl., assistant 
manager Richard Larson said: 

“We give quality merchandise and 
good service the year around and no 
Christmas gifts.” 

A California dealer branded Christ- 
mas gifts to contractors as a “para- 
sitic expense.” 

“The practice has no validity any 
longer and should be done away 
with,” he declared. “Our company is 
cutting down its gift list year by year 
and eventually hopes to do away with 
it. Meantime, we are giving family 
gifts, usually edibles, costing not over 
$3 per gift. 

In Salt Lake City, R. S. Robinson, 
assistant manager, Rio Grande Lum- 
ber Co., commented: 

“We used to give fairly good 
Christmas gifts to the good, loyal cus- 
tomer. It might cost us $25 to $50 
apiece. But in these competitive times, 
we don’t have what could be termed 
a steady customer. Consequently, the 
gift game has gone down hill.” 

Tom Rollison, sales manager, Gar- 
tin Lumber Co., Inc., San Mateo, 


Calif., said his firm used to give an 
annual party for suppliers and cus- 
tomers that cost around $1,800. His 
firm dropped the party, feeling that 
business no longer warranted the 
practice. 

“We have almost eliminated Christ- 
mas gifts,” he said. “We limit them 
to half a dozen of our best accounts.” 

Wholesalers have the same _prob- 
lem. Wendell Weatherby, manager, 
M. Trumbo Co., Eugene, Oreg., said 
his firm customarily makes a Christ- 
mas gift of two-pound boxes of 
cheese to select customers. Results? 

“I suppose they’re good, but maybe 
not good enough to warrant the cost,” 
remarked Weatherby. “I’d favor cut- 
ting them out or reducing them 
sharply.” 

Why givers give. On the other side 
of the fireplace are some dealers, who 
feel that Christmas gifts have a valu- 
able place in their promotion program. 

“My belief is that business loyalty 
should be rewarded, just as loyalty of 
any kind deserves a reward,” asserted 
M. Y. “Jack” Jefferies, manager, 
Amsden Lumber Co., Wichita, Kans. 

Although his firm does pass out 
contractor gifts, Jefferies contends 
that the real contractor “gifts” should 
come throughout the year in the form 

(continued on page 64) 
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Helps you 


BOSTITCH, sell more 
YOUR pomacern 


© SHINGLES 


INVISIBLE niin 


And other materials that can be quickly and 


A i as SMA a easily installed 
with BOSTITCH 


STAPLING TOOLS 


He works for you wherever you display 
Bostitch tools and whenever you recommend 
them to customers. Promote Bostitch with re- 
lated items—and see what we mean. 


Learn more about Bostitch, your Invisible Salesman, at the 
NRLDA “Building Products Exposition.” Visit Booth 213. 


Profits are better and faster with 


BOSTITCH 


STAPLERS AND STAPLES 


751 BRIGGS DRIVE, EAST GREENWICH, R. I. 








Insulation Shingles Ceiling Tile Screening 
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CHRISTMAS GIFTS 


(begins on page 62) 





of superior service and attractive 
prices. 

Another Wichita dealer, also a 
gift-giver, believes he has a more log- 
ical way of rewarding the better 
customers. 

“At the time they pay their bill, we 
give them 1% of the value of the 
cash payment if made before the 
10th of the month,” said Earl Huston, 
owner-manager, Earl Huston Lumber 
Co. Huston believes that some form 
of customer recognition is probably 
more important than ever. 

“Business is highly competitive and 
getting more so all the time. You find 
that in order to meet competitive 
bids, you must either economize on 
service or quality of materials. Yet, if 
you do this you won't get the next 
job. So service and material quality 
must be upheld. You must depend on 
experience and know-how as _ never 
before. 

“It’s entirely natural to feel appre- 
ciation for good customers and 
Christmas gifts can be a ‘thank you’ 
for the year’s business,” explains 
Huston. 

Bob Brainard of Street Lumber, 
South Hadley Falls, Mass., believes 
that it is the thought behind the gift 
rather than size and value of the gift 
itself that matters to the recipient. 

“You can capture as much Christ- 
mas spirit with a box of good cigars 
or a can of maple sirup and still keep 
the customer’s good will,” he says. 

Gifts to charity. Many dealers re- 
ported a drastic change in their gift- 
giving program in the last few years. 
Instead of a personal gift to the con- 
tractor, these dealers are making a 
gift of money to some charity in the 
names of their contractor customers. 

About 98% of all the gift-giving 
by the Erb Lumber Co. is handled this 
way, according to Norman Long, 
head of the sales division. 

“We send a letter of greeting to 
each contractor, informing him of the 
gift in his name. Some letters specify 


the amount, others do not, depend- 
ing on the circumstances. 

“We feel that this practice lets the 
contractor know we are remember- 
ing him while at the same time ac- 
complishing some very real good,” 
adds Long. “We try to cover charita- 
ble endeavors of all three faiths, as 
well as others of a general nature.” 

Another Detroit firm, Sibley Lum- 
ber Co., is considering a similar pro- 


gram. President Fred M. Sibley, Jr. 
made this comment: 

“We are considering a plan for giv- 
ing to a single all-faith agency in the 
names of the individual contractors. 
In this way, everybody will be taken 
care of and we will capture some- 
thing of the holidays in an effective, 
dignified way.” 

Detroit dealer Bryan Chaplow said 

(continued on page 80) 


What Dealers Give Contractors 


Should the big buyer get the same gift as the small fellow? Who knows, 
the small-volume man may develop into your largest account next year, 


replies one dealer. 


“I believe the volume-buying customer should have something more 
tangible as a mark of appreciation,” declares Bob Dane, Tessier Lumber 


Co., Holyoke, Mass. 


“I don’t think different volume buyers compare gifts,” remarked E. A. 
Riley, owner-manager, E. A. Riley Lumber Co., Wichita, Kans. “I believe 
they accept them in the spirit with which they are given with no questions 


asked.” 


Here are some examples of gifts dealers give contractors: 


We give gifts useful in the contractor’s home or in his work—bulletin 
boards, step ladders, knives, etc.—Norman Spear, Spear Lumber Co., 


Cheyenne, Wyo. 


Fruit cake valued at $3-$5 based on contractor volume.—Chas. W. 
Chiappini, manager, Boise-Payette Lumber Co., Loveland, Colo. 

From office supplies to turkeys.—Charles Ainsworth, vice-president, 
Dimock, Gould & Co., Rock Island, Ill. 

This year we intend to give things that last like blankets or towel sets.— 
M. M. Udes, president, Builders Supply Co., Omaha. 

The dozen top builder customers get gifts up to $25—carving sets, 
portable bars, etc.—A. Boilard Sons, Inc., Indian Orchard, Mass. 

Leather boots and woolen jackets up to $20.—Bob Dane, purchasing 
agent, Tessier Lumber Co., Holyoke, Mass. 

We do very little Christmas giving. If the customer is a family man, we 
might give him a ham or potted poinsettias——Max Gee, store manager, 


Romney Lumber Co., Salt Lake City. 


We find electrical clocks are highly appreciated. We also give electrical 
appliances and tools.—Earl Huston, owner-manager, Earl Huston Lumber 


Co., Wichita, Kans. 


Miniature replica of wooden-wheeled cart loaded with nuts.—L. /. 
Coffey, vice-president, J. W. Metz Lumber Co., Wichita. 

Four-pound tinned hams. We've tried fruit cake and candy, too. Both 
are good. Tools are good contractor gifts—Keith Shogren, acting man- 
ager, McCready Lumber Co., Eugene, Oreg. 











Sell PLATED WASHERS 


American Lumberman 
Dealer Aids 


STORE DESIGN: You can have the professional 
architectural services of James N. Lindenberger. 
Mr. Lindenberger specializes in new and re- 


——> vA 


in Complete Exampg7g | 


instead of ‘Piece-Meal” 


Here’s modern merchandising in staple, 
small-unit merchandise. Save extra 
handling ... build up the sale automat- 
ically. Washers are pre-counted, ma- 


modeled buildings for building materials deal- 
ers. He headquarters at American Lumberman, 
and works for dealers in all parts of the 


country. Will travel. 
Write AMERICAN LUMBERMAN, 


chine-packaged. Only Wrought Washer 
makes KLIP-PAC! All standard sizes, 
3/16” to 5/8” ID. 
ORDER FROM YOUR JOBBER. 
WROUGHT WASHER MFG. COMPANY 


The World's Largest Producer of Washers 
2203 SOUTH BAY STREET ° MILWAUKEE 7, WISCONSIN 


59 E. Monroe St., Chicago 3, Ill. 
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Courtesy Chicago Bears 














Your team is playing in a tough league 


and maybe you don't care . . . but if you do, this message is for you. 


Most of America's leading dealers find that the one best way to keep their teams in shape 
is through American Lumberman & Building Products Merchandiser. 


Here are comments from successful dealers who send copies of the publication to their key 


employees—right to their homes. 


Better Adaptation to Particular Problems. 
“For some time we have provided subscriptions to American 
Lumberman for our yard and office personnel. Every one 
says that they enjoy the magazine and I am certain from our 
discussion at sales meetings that the new ideas and new prod- 
ucts are carefully reviewed by almost everyone. 
... Every issue is carefully read by myself, but it is surprising 
to see how often some one else will read the same articles 
and draw a much better adaptation to our particular prob- 
lems than I had received. 
Keep up the good work.” 

Ed Mathieu—Mathieu Lumber & Supply Co. 

Blue Island, Il. 


Training Key Personnel 
“We initially decided on the group subscription for the 
training of all key personnel. We are well satisfied with the 
results. It has materially cut down on the time I have to 
spend in reviewing your magazine, and of course, has eased 
the problem of disseminating the information to our staff. 
Copies go to our Sales Department, Yard and Shipping Su 
perintendent, Lumber Shed Manager, Estimator and Office 
Manager.” 

R. P. Rosenthal, Rosenthal Fuel & Lumber Co., Inc. 

Crystal Lake, Ill. 

Keeps Sales Force Alert 
“By receiving American Lumberman in their homes, our 


START A GROUP SUBSCRIPTION 
TO AMERICAN LUMBERMAN 
FOR YOUR KEY EMPLOYEES TODAY. 


Just fill in the order form at right and mail it to Amer- 
ican Lumberman with the names and home addresses 
of employees to receive the publication. Two one year 
subscriptions are $3 each and three or more subscrip- 
tions are $2.50 each. (Single subscriptions $5 each). 


salesmen have an opportunity to read thoroughly every issue 
and get the greatest benefits from it, without being inter 
rupted by phone calls and customers. The next day we can 
usually find a lively discussion of the various articles going 
on informally. Various points of view are brought to light, 
and more importantly, each man does his own thinking and 
arrives at his own conclusions as to how he can best use the 
information. 

American Lumberman keeps our sales force alert and 
receptive to new ideas and methods in our fast changing 
business.” 

W. E. Carter—Carter-Jones Lumber Co. 
{kron, Ohio 


Everyday Use on the Job 
“Find enclosed, herewith, check for renewal of our group 
subscriptions for American Lumberman to be mailed to at- 
tached list of employees. I think you will be interested to 
know that before renewing our group subscriptions we sent 
an inquiry to each of our employees . . . to find out if they 
read it and get any ideas from it. Not only did they read it 
and indicate that they wanted the subscription continued, 
but they told us of the many benefits they received such as 
keeping them up-to-date on the newest products and ideas 
of merchandising . . . that they could use in their every day 
job.” 
Paul D. DeVille—DeVille Lumber Co. 
Canton, Ohio 


Please enter a group of 
attached list of employee names and home addresses. 


Company name 


subscriptions to American Lumberman to be sent to the 





Address 








City 





Zone 





State 





Check for $.___. enclosed. [) Bill Company 


Mail to American Lumbermon & Building Products Merchandiser, 59 E. Monroe Street, 


Chicago 3, Ill. 
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Profitable STORE TRAFFIC? 


Need More 


e Ideas for Ads 


e Complete Layouts 





; , 
“American Lumberman [gildemaliana 


¢ High quality illustrations | ADservice PZ) 





ADservice, produced by American Lumberman, has unique flex- 





ibility. If you promote remodeling, illustrations are offered on all 
big ticket packages. And when a multi-item ad is planned you 


have your choice of hundreds of product mats. 


There are now 34 mat pages available. Each page sells for $3.95, 
less in quantities, and you get a large heading illustration and from 
six to seven smaller illustrations on every page. With each page, 


we also provide suggested lavouts and copy. 


Package 2 


Products and 

Applications 

Acoustical tile .. 

Awning, window ... 

CN Raa 

Christmas patterns .. 
Combination doors 

Combination windows 

Counter top 

Doors, interior .. 

Fan, kitchen 

Fence, picket . 

Floor tile . 

Hardboard, perforated 
Insulation, blanket . ww. 25 
Insulation, pouring <a 
Kitchen cabinets .................. 23, 26 
Louvered shutters, interior.... 34 
Lumber, piece-price 32 
Paint, exterior 

Paint, interior . 

Ping pong table 

Plywood 

Roof cement 

Roofing, shingles 

Storm sash 

Table legs 

Tools, hand mn 
Train table, plywood................ 33 
Wall tile 

Weatherstrip 

Wrought iron railing... 


Theme and Project 

Illustrations 

Add-a-room (exterior) .......... 

Add-a-room (interior) 

Add-a-room (sketches) . 

Attic room 

Christmas, headline illus. 

BINION sss cpractlctibeaticersssie 

Entrance, before-after . 

Family-recreation room ....2é 

OE ccictteeniahielinntbeanines 

Garage converted to room 

Get ready for winter 

Home improvement 
(composite) 

Insulation . 

Kitchen . 

Modernization Magic bea 

Money to loan.....................+. 

Outdoor living ......... 

Paneled room 

Planning help 

Plywood 

Roofing ............ ‘ 

Screened porch 

Warehouse sale ... 








MAT NO 2 











TYPICAL MAT page is shown above. Mat 26 includes a heading 
illustration in three sizes and product cuts for wall tile and 
plastic laminates. If your ad called for other products, they 
would be picked up from other mat pages. For example: No. 34, 
kitchen fans; No. 32 floor tile; No. 10 or No. 23 for additional 
material on kitchen cabinets. 


Package 1 


Cornice, plywood Paint brushes 
Counter top Paint, exterior 
Cutting board Paint, interior 

Paint, masonry 
Doors, combination 4 Paint, roller and stray 
Doors, flush Ping pong table 
Christmas, general ¢ Doors, folding Plywood 
Christmas, recreation roon Doors, interior Plywood built-ins 
Christmas, tools Doors, louver Plywood handy panels 
Doors, screen Plywood paneling 


Theme and Project 
Illustrations American Lumberman 
59 E. Monroe St. 


Chicago 3, Ill. 


Add-a-room 
Attic Rooms 


(Circle pages desired) 


Fencing 

Garage selectior 
Hardware 

Home workshop, tools 
Home improvement for interiors 
Insulation 

Kitchen remodeling 
Paint 

Plywood 

Porch or breezeway 
Recreation rooms 
Spring check-up 
Products and 
Applications 
Adjustable post 
Blanket insulation 
Caulking gun 

Cedar closet lining 
Ceiling tile, insulating 


Ceiling tile. acoustical . 
Concrete mix 
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Fence, ornamental 
Fence, pickets 

Fence, posts 

Fence, wood and wire 
Floor tile 

Flooring, hardwood 


Garages 

Garage doors 

Glass block 

Gutter and downspout 


Hardboard, perforated 
Hardboard, wall tile 
Hardware. builders’ 
Hose, garden 
Insulating plank 
Insulating siding 
Insulation, blankets 
Insulation, pouring 


Jalousie 


Kitchen cabinets 
Knotty pine 
Ladders 

Lumber 

Medicine cabinets . 
Mortar mix 


15 
21 
, 16 
11 


13 
, 22 
16 
22 
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Plywood train base 
Posts, fence 


Roof coating 
Roofing, roll 
Roofing, shingles 


Screen doors 
Screen, window 
Screen, roll 
Shelving lumber 
Shingles, asphalt 
Shingles, wood 
Siding, wood 
Stairs, disappearing 
Storm sash 


Tools, garden 
Tools, hand 
Tools, power 
Trellis 


Wallboard 

Wall tile 
Weatherstrip 
Windows 

Wood mouldings 
Wood paneling 
Wood siding 


Package 1 
Sey Sy Oy BO; Te @, BV; 10; Wh, 42; 43, 
14, 13, 16; 17, 16, 1%, 2, 2, 22 


pages @ $3.95 


entire package $82.50 


Package 2 
23, 24, 25, 26, 27, 28, 
29, 30, 31, 32, 33, 34 


pages @ $3.95 
entire package $44.90 
Catalog Send free catalog. 1 
Name____ 
Address__ 
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Allied Retail Lumber Deolers Ate onont™ 


ALCOA SUMMER SPECIAL! 












ters 
PLANNING CO-OP PURCHASE and merchandising campaign 
are members of Allied Retail Lumber Dealers: J. E. Hackstaff; 


secretary C. D. Watson; Miles D. Bradfield; J. F. Scott and 
Norman Spear. 















LUMINUM 


COMBINATION DOOR 
NOW ONLY 
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SANTA MONICA 














NOW...WITH si eeniaeeie ees fo install thet hes s 
ver been eure it comes pre-cut ond 
fitted, one section te © bundie ¥ _ verts « 
ovALiTY PRODYe, JUST A ceed tse hammer « lve, ond tow ao © Complete witha atic 
aM ¥ i our utrty! * oo door ch 
HAMMER Geld grade of ened edwrend, sso Phy te : 
sened with © waters 1 preservotive ns sae gestae 
AND LEVEL Yow an buds prota, ater tne WOW! AT YOUR AsRel-D 
MONTHLY TERMS AVAMABLE AT YOUR genet? Oe, 
...BUILD YOUR ALLIED RETAM LUMBER DEALER . LUMBER b. mi 6DEALER 
OWN REOWOOD ws 
DEALER NAME HERE 4 oA 
PRIVACY... ADORESS—TELEPHONE amg 
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TYPICAL ADS designed and written by professionals for ARLD yards include 4-col. redwood 
fence promotion left above and 2-col. ad on aluminum combination doors. Each retailer 












































inserts his own price and logotype. 








Dealers Buy Together, Sell Together 


Voluntary chain techniques used by fast-growing group 


of independent lumberyards in Colorado. 





a new 

trademark 

for 

colorado consumers 


1595 Carr Street 








Lakewood Lumber Yard, Inc. 


qualit” PRODUC», 


$ 
Uatiep peare™ 


Sowd Bete Aiomber Beelace 


BE 3-6595 








PUBLIC INTRODUCTION of new dealer member of Allied group is this 


5-col. ad. The message telis the public: ‘‘ARLD will bring you better build- 


ing and home products at a lower cost to you. . 


business that guarantees every sale.” 
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. .from an established 











Drop in on C. D. Watson in Den- 
ver and you'll see the headquarters 
office of what many would call a re- 
tail lumber dealer’s dream come true. 

Or, as the folks at Deffenbaugh 
Lumber Co., Golden, Colo., said: “It’s 
the best thing that has happened to 
the lumber industry in our area.” 

From Watson’s office flow ideas and 
purchases which provide more than 
50 independent lumber dealers with 
the power and promotion skills of a 
giant line yard. 

No less important, the same “buy- 
ing and merchandising” makes these 
dealers strongly competitive with spe- 
cialty applicators and pseudo whole- 
salers. 

As secretary of the Allied Retail 
Lumber Dealers, Watson coordinates 
carload purchases of specialties and 
building materials. Perhaps more im- 
portant, he provides topnotch pro- 
motion and advertising which brings 
in customers for these products. 

Dealers buy one share of stock in 
the Allied corporation. For merchan- 
dising services, they are billed ac- 
(continued on next page) 
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ARLD PLAN 


(begins on page 67) 





cording to annual sales. Any retail 
lumber dealer in the Rocky Mountain 
area can apply to become sharehold- 
er, subject to approval by the board. 
Dealers must adhere to quality stand- 
ards. 

There are no mandatory purchases. 
Each dealer is informed of pending 
purchases; the individual yard may 
come in on the purchase, or pass it 
by. 

Order system. Watson and _ the 
ARLD planning committee of dealers 
select the products and materials to 
be offered to members at quantity 
prices. 

Recent purchases include nails, cor- 
rugated iron bolts, aluminum com- 
bination doors and storm windows 
and portable power tools. 

After a product is selected at fa- 
vorable terms, Watson notifies each 
member of the corporation. When 
enough requests are received, the 
group order is then placed. 

Materials are usually drop-shipped 
to individual yards. On broken lots, 
orders are picked up by dealers at 
convenient receiving points. This can 
be at a fellow member’s yard. 

ARLD does not have warehouse 
space of its own. There is no attempt 
to maintain an inventory. The corpo- 
ration calls itself a merchandising 
and buying group—along the lines of 
voluntary promotion chains—rather 
than a reserve supply. 


Merchandising. After a car is or- 
dered on a specific product, Watson 
huddles with the ARLD advertising 
agency. They create a promotion and 


advertising campaign directly _ tied 
to the product. Display tips and other 
selling ideas are sent to the yards on 
each product. 

Newspaper ads such as those illus- 
trated on page 67 break simultaneously 
in a Denver paper and weeklies which 
blanket member yards. The ad mats 
have space for local firms to insert 
store signatures and retail prices. 

Watson provides dealers with sales 
literature, such as folders from Doug- 
las Fir Plywood. He also negotiates 
for cooperative advertising allowances 
from manufacturers. 

Tied in with merchandising is the 
ARLD revolving credit plan. Pro- 
motional folders and credit applica- 
tions are supplied to the dealer. The 
folders also promote each dealer’s 
open charge accounts. 

Regional meetings are held by Wat- 
son to help dealers with merchandis- 
ing, hear their suggestions on prod- 
ucts. Dealers are also informed by 
monthly bulletins. 

“Although the joint purchasing is 
one reason for existing, most of us 
feel that the merchandising of these 
products for each dealer is of even 
greater importance,” said Watson. 
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“ARLD is young and will improve 
with time,” said the president of 
Deffenbaugh Lumber Co., Golden, 
Colo. “One advantage is group ad- 
vertising, which alone I could never 
do. As a group we are trying to edu- 
cate the public to quality buying 
and we are stocking name-brand 
quality products. 

“In the future ARLD will un- 
doubtedly develop the leadership in 
our industry that we desperately 
need.” 

This is typical of reaction from 
ARLD member dealers about the 
Allied Corporation as told to Amer- 
ican Lumberman. Most members 
praised the alliance. 

Robert W. Sears, manager of 
Carl Trostel Lumber, Fort Collins, 
Colo., said: “Through ARLD we 
are put in the ‘buying position’ so 
that we can compete with line 
yards, etc. By combining the buy- 
ing power of several small inde- 
pendent yards we can take advan- 
tage of volume prices, but still buy 
only the quantities that fit our 
store.” 

Sears approved the “statement of 
policies” issued by Denver whole- 
salers since ARLD was organized. 
“In most cases the wholesalers have 
put out policy statements in an ef- 
fort to sell to this organization be- 
cause we do not by-pass the whole- 
saler; that would upset the distribu- 
tion picture even more,” he said. 

Several dealers said that the alli- 
ance was perhaps costing them 
more money than they get out of it 
at the present time, but they are 
certain they will make it back when 
more items can be purchased in 
volume. 

G. C. Rowell, general manager, 
Warren Lumber Co., Fort Morgan, 
Colo., said: “We feel that there is a 
need for ARLD within our indus- 
try. The promotional work is some- 
thing that does not interfere with 


What ARLD Members Say 
About the Allied Idea 


any of our regional association ac- 
tivities.” 

C. L. Shafer, manager, Taylor 
Lumber Co., La Junta, Colo., said 
that the collective planned adver- 
tising has been of great value. “It 
has given us both the advertising 
and collective purchasing advan- 
tages needed to combat the applica- 
tors. In short, the lumber dealer 
can buy and advertise competitively 
with ail the retail outlets,” he said. 

Group advertising and promotion 
of consumer traffic-building items 
score highest as ARLD benefits 
with Coval W. Diehl, president of 
Denver Lumber Co. He also feels 
that it is a great help in employe 
training. 

Criticisms. Not all is milk and 
honey for the Allied company. A 
sprinkling of ARLD criticism was 
also given by dealers to American 
Lumberman. 

“We think that less time should 
be devoted to buying and more to 
public relations,” is the way W. E. 
Kellogg of Kellogg Lumber Co., 
Denver, put it, although he stresses 
that his company has received bene- 
fits from its membership. 

Don W. Johnston, Federal Lum- 
ber Co., Durango, Colo., also was 
dubious about benefits so far. 

“We have made some good buy- 
ing connections through ARLD,” 
he said, “but in our isolated situa- 
tion from Denver we are not com- 
pletely convinced that it is worth 
the cost we have expended this first 
year. Possibly in later years it will 
develop to where it will be profit- 
able to us all. The advertising pro- 
gram as set up for newspapers has 
not produced results for us.” 

The only dire note was from the 
American Lumber Co. of Denver. 
“We are resigning from ARLD as 
of the end of November, so we will 
not make any comment,” said R. B. 
Andiss. 











Watson’s view on merchandising is 
shared by J. E. Hackstaff, president 
of the University Park Lumber Co., 
Denver, one of ARLD’s founders. 

“Our purpose is to find new, sale- 
able products, to train sales personnel 
and to advertise to the public that the 
best values are at ARLD dealers,” he 
said. 

Hackstaff said that each share- 
holder must subscribe to a rigid code 
of ethics in which he guarantees his 
products. 

The group got its start when a soil 


conditioner deal was offered to Uni- 
versity Park Lumber Co. President 
Hackstaff called seven other lumber 
dealers to invest a thousand dollars 
apiece on the deal. The sale was a 
success, bringing many new custom- 
ers to the yards and giving birth to 
ARLD. 

“We lumber dealers have lost too 
much business to new types of re- 
tailers and to chains,” said Hackstaff. 
“Through ARLD we are becoming 
competitive. We are learning how to 

(continued on page 70) 
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Weyerhaeuser 
VERSABORD 


GOOD LOOK at | 


es, 


for versatility in use and sales building 


Here is one Particle Board that you can sell for many practical applica- 
tions. Your builder trade will appreciate a better Particle Board that will 
expedite on-the-job building of cabinets, sliding and hinged doors, dec- 
orative wall panels and many other cost saving uses. It is also a proven 
top quality Particle Board for floor underlayment. 


Silvatek VERSABORD, a Weyerhaeuser product, has been developed 
by company technicians to perform better for the builder . . . and to give 
you a dependable product to sell with a good profit. 


This is a Particle Board that works like wood with common hand or 
power tools. It holds nails and screws like other all-wood products and 
takes plastic overlays and wood veneers laminated directly to its smooth 
flawless surfaces. Available in 4’ x 8’ panels, or extra lengths. Densities: 
30 to 60 lbs. per cu. ft. Thicknesses: +g” to 1”. 

Ask your distributor for Silvatek VERSABORD, the Weyerhaeuser 
forest product. For further information, write: S)ILVATEK, Weyerhaeuser 


Timber Company, Tacoma, Washington. 
 % : 


A WEYERHAEUSER 
Silvatek 
PRODUCT 
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sell creatively.” 

Purchasing. Savings are often of a 
spectacular nature. For instance, one 
dealer bought $587 worth of porta- 
ble tools which at regular lumber 
dealer prices would have cost him 
$767. The group has purchased more 


than $2,500 worth of these tools in 
a single month. 

The Allied corporation prefers to 
place orders through wholesalers. If 
a jobber has a policy of selling 
through retail dealers, ARLD will use 
its services. 

Jobbers are invited to ARLD meet- 
ings, where they present products for 
consideration. 

“We do not 


want to discriminate 





The New Showman Fork Lift 


Lifts 4000 lbs. at 24" Load Center 


Tractor power steering with special 
Sherman steering valve and linkage 
provides maximum maneuverability. 
Special implement bar for quick ad- 
justment of fork width or to attach 
and detach accessories. 
Counterweight box can be properly 
weighted to compensate for any load 
within capacity of the unit. 

Control handles within easy reach 
of operator. 


Tower can be tilted full ten degrees 
backward or forward. 


EASY OFF-CENTER LIFTING 
Frictionless travel for normal, as well as 
off-center, lifting applications is provided 
by four large carriage rollers mounted on 
shielded roller bearings, and four hard- 
ened, self-lubricated, individually ad- 
justable side thrust rollers. 


Tractor mounted, the Sherman Fork Lift 
moves easily over any ground under any 
weather conditions. It travels every place a 
tractor can go. Because of this, many 
owners have been able to transform un- 
surfaced areas into productive storage 
spaces—and paid for their Shermans by 
eliminating paving costs. 

Since the steering wheel and the 
driver’s seat are reversed, the Sherman 
Fork Lift moves in the opposite direction 
from normal tractor operation. This puts 
the big rear wheels under the load for 
extra lifting safety, maximum traction, and 
a cushioned ride for fragile loads. 

The Sherman reversing transmission 
provides the same flexibility of speeds in 
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Special tank de- 
sign for maxi- 
mum visibility. 


High carbon steel inner-rails with 
replaceable bearing plates between 
inner and outer tower rail masts 
to reduce wear. 


Cross-braced inner channel 
to prevent side sway or 
distortion under load. 


Individual brakes 
for close turns. 


Open channel-ends 
to prevent dirt ac- 
cumulation and to 
facilitate service of 
carriage and rollers 
without dissembling 
mast. 


Heavy six inch chan- 
nel sub-frame. 


reverse that the tractor has in forward 
gears .. . quick shift, reverse direction in 
any gear speed. 

The Sherman is also available in an 
“R” Model, that does not reverse the 
steering or the operator’s position. Tractor 
power steering is available. 

Because the Sherman is distributed 
through Ford Tractor dealers, service 
facilities and spare parts are always avail- 
able when needed. 

Find out today why the Sherman Fork 
Lift will soon pay for itself in labor saved. 

Write for Bulletin No. 1184. 


Soars Cf Poet} 


SHERMAN PRODUCTS, INC., Royal Ook, Mich. 
POWER DIGGERS + LOADERS + FORK LIFTS* 
SOIL WORKING TOOLS + CRANES AND EXCAVATORS 


*wfd. Exclusively for Shermon Products, inc., 
by K-D Mfg. Co., Cleburne, Texos 





against the independent building ma- 
terial wholesaler,” said Hackstaff. 
“But we cannot afford to be elim- 
inated through by-passing. We will 
buy competitively. 

“It is entirely possible that the very 
formation of companies like ARLD 
will change manufacturers’ policies of 
selling direct to applicators and con- 
tractors,” he said. 

How big? ARLD is now a year and 
a half old. After a slow start, it is 
now growing fast. Nobody knows how 
big it will grow. But officials say that 
the major kinks have been ironed out 
of the idea. It promises no less than 
to put the retail lumberyard into the 
forefront as a consumer merchan- 
diser in the Rocky Mountain area. 

Headquarters are at 1580 South 
Santa Fe Drive, Denver. Dealer mem- 
bers are: 

COLORADO 

American Lumber Co., Arvada Lumber 
Co., Arvada; United Lumber & Mercantile 
Co., Aspen; Strait Lumber Co., Aurora 
Chas. S. Jones Lumber Co., Boone; Warren 
Lumber Co., Brush; L. R. Short Lumber Co., 
Canon City; United Lumber & Mercantile 
Co., Carbondale; Brookhart Lumber Co., 
Colorado Springs; Slavens, Inc., Cortez. 

Burkey Lumber Co., Delta; ABZ Lumber 
Co., American Lumber Co., Denver Lumber 
Co., East Denver Lumber Co., Hast Lumber 
Co., Kellogg Lumber Co., Denver; Federal 
Lumber Co., Durango; Englewood Lumber 
Co., Englewood. Carl Trostel Lumber Co., 
Fort Collins; Warren Lumber Co., Fort Mor- 
gan; Chas. S. Jones Lumber Co., Fowler. 

United Lumber & Mercantile Co., Glen- 
wood Springs; Deffenbaugh Lumber Co., 
Duvall-Davison Lumber Co., Golden; Park 
Lumber Co., Granby; Burkey Lumber Co., 
Davis Lumber & Supply Co., Grand Junc- 
tion; Park Lumber Co., Grand Lake. War- 
ren Lumber Co., Hillrose. 

Taylor Lumber Co., La Junta; Lakewood 
Lumber Yard, Lakewood; Brown Lumber 
Co., Lamar; Las Animas Lumber Co., Las 
Animas; H. Lyon Lumber Co., Long- 
mont; Saint Vrain Lumber Co., Lyons; 
Brown Lumber Co., McClare; Warren Lum- 
ber Co., Merino; Monte Vista Lumber Co., 
Monte Vista; Burkey Lumber Co., Montrose; 
King Lumber & Investment Co., Pueblo; 
Bish Bros. Co., Rocky Ford; Snell Lumber 
Co., Salida; United Lumber & Mercantile 
Co., Silt; Warren Lumber Co., Snyder; 
Brown Lumber Co, Wiley. 

UTAH 

Slavens Lumber & Hardware Co., Blanding 

WYOMING 

Burns Lumber & Implement Co., Burns; 
Spear Lumber Co., Cheyenne; Deal Lumber 
Co., Laramie; Frontier Lumber Co., Lusk. 





New Voluntary Chain for 
Hardware Merchants 

Cooperating independent jobbers 
and dealers will get the benefits of 
big chains in a new voluntary hard- 
wore chain. ‘Pro'’ hardware is the 
nome for the service. 

Selected wholesolers will be fran- 
chised by Cosgrave & Associates, 
Larchmont, N. Y., distribution consult- 
ants. These wholesalers, in turn, will 
franchise selected dealers. All firms 
will remain independent and will re- 
tain their separate identities. 

The program embraces five key 
points: 

* National 
use. 

* Store planning that covers special 
fixtures and modern store layout. 

* Basic stock lists to guide a dealer 
in inventory control, pricing, etc. 

* Series of store promotions. 

*M 9 t istance in setting 
up budget and profit contro! and fi- 
nancial advice as needed. 


identification for store 
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MAXIMUM MOVEMENT for fork lift truck is gained from ramp 
which allows unloading lumber and building materials from 
inside of boxcars. 


Dealer Builds Ramp for 
Efficient Unloading 


There are no unloading problems now at W. F. Rosser 
Lumber Co., Arcanum, Ohio, when a boxcar of lumber or 
building materials arrives. 

Fork lift equipment can safely operate on the dealer’s 
new portable ramp, pictured above, which was _ con- 
structed in three days by yard men. Cost of materials 
was $180. 

The ramp has an overall length of 359” and a standard 
height of four feet. It is designed to withstand a maxi- 
mum load of 15,000 pounds. 

Assembled in three sections, each section can be easily 
moved by fork lift trucks for storage when not in use. 

Rosser’s ramp was built from design No. 678 prepared 
by the Timber Engineering Co., 1319 18th St., N.W., 
Washington 6, D.C. Details are available free to dealers 
from that company. 


New Low-Cost Dock Shelter 


Protection of both 
materials and men is 
provided at minimum 
expense by the new 
shelter shown at right. 
Standard fabricated 
sizes include a makxi- 
mum width up to 11 
feet and maximum 
height to 13 __ feet. 
Standard projection is 
2’9”, available to deal- 
ers at $185. Cost of a 
4’6” projection is $225. 
The maker says that 
the shelter can be oper- 
ated by one man. The 
cover is of 12.29-ounce duck in green color. 
Write for details to Frommelt Industries, Dubuque, 








“For service and initiative above and be- 
yond the call of duty in suggesting ““Scotcn”’ 
Brand Masking Tape with every paint sale!”’ 
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Send for this FREE © seine, 
GUIDEBOOK 


to new-construction profits 


Learn how Dodge Reports 


tell you today who's going to build what tomorrow. 
give you needed facts on when bids are due and who's bid 
ding — on every stage of construction. 


help you concentrate on active prospects .. . eliminate hit- 
or-miss canvassing and rumor chasing. 


Get the full story on this unique service. Send in the 
coupon today! 


is 8 8 8 8 8 8 8 eS FS Ue Ue 
F. W. Dodge Corporation, Construction News Division, 
119 West 40th Street, New York 18, NM. Y., Dept. 2118A 
Send me the book ‘‘Dodge Reports — How to use 
them effectively'’ and let me see some typical 
Dodge Reports for my area. | am interested in the 
general markets checked below. 

(C) House Construction C) General Building 
(CD Engineering Projects (Heavy Construction) 


Area. oe 





Name 





Cc 








r 7 


Addrote—____ Construction 


City Zone__State. Industry 
aoe 8 ee 
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HJ 


MUNNERLYN 
NC 


BUILDING 
MATERIA 
HARDWAR 


BEFORE AND AFTER PICTURES show 
Munnerlyn's extensive remodeling job. 
The design was by James N. Linden- 
berger, Chicago architect and consultant 
to American Lumberman. Forward 18 
feet of existing warehouse was remod- 
eled and 30’ x 30’ wing, right, added 
for general and private offices. Con- 
struction is post-and-beam and _ plank 
deck, redwood and glass. 


STORE LAYOUT more than doubled the 
previous area. Munnerlyn originally oc- 
cupied a two-room office building. Twen- 
ty trucks have replaced the original 
horse and wagon. Patio store for display 
of outdoor living goods is 28’ x 75’. 














rAT\o SYTo<e 


KASH 











From horse and wagon to one-stop shopping center .. . 


No. 1 Citizen Builds Prestige Showroom 


Henry J. Munnerlyn lives up to his belief that the best 


building in town should be the lumberyard store. 


The evolution of the retail lumber 
dealer can be told in the business life 
of Henry J. Munnerlyn, former presi- 
dent of the National Retail Lumber 
Dealers Association and the No. 1 
citizen of Bennettsville, S. C. 

With the opening of his modern air- 
conditioned store last month, Munner- 
lyn looked back over a 40-year span 
to the day when he made deliveries 


72 


with a horse and wagon. Today, he 
serves the Marlboro County area with 
the most complete line of building 
supplies and services in that part of 
the country. The new store is a show- 
case for these supplies and services. 

“I’ve always wanted the most mod- 
ern store in town and we've got it,” 
declares Munnerlyn, proudly, realiz- 
ing a dream of many years. “Every 


item is displayed where it can be seen 
and examined.” 

Munnerlyn is one of the country’s 
few independent dealers who literally 
can sell the customer everything from 
a tree to a finished home. His hold- 
ings range from standing timber 
through saw mills, dry kilns, new 
store, modern warehouse and real 
estate. 

One stop service. “All a customer 
has to do is put his name on the dot- 
ted line,” explains Munnerlyn. “We 
furnish the materials, labor and ar- 
range the financing.” 
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Encouraged by American Lumber- 
man’s Art Hood, Munnerlyn started 
selling complete home packages over 
30 years ago. Now his own mechanics 
handle everything but electrical, 
plumbing and heating installations, 
which are sub-contracted. 
His men include carpenters, ma- 
sons, roofers, painters and cement 
people. The store boasts a separate 
floor covering and wall tile depart- 
ment. Kitchens is the latest package 
Munnerlyn is promoting. The new 
store has two model kitchens in wood 
and metal, hooked up for demonstra- 
tion purposes. 
One feature of the remodeled show- 
room, double the original sales space, 
is a 12°x24’ meeting and conference YARD LAYOUT shows buildings and facilities that cover nine acres. Over 45,000 
room, which will be used by women’s square feet of warehouse and storage space is under cover. 
clubs, church groups and _ similar 
organizations. . New store and offices , Open shed 
Along with expanded display space . lumber shed and shop , Planer mill and molder 
for products handled previously, the : eer gee Ardea 
: F at, . Yard offices and scales . Green decks 
new store includes a display of porta- . No. 1 warehouse—masonry materials . Boiler house 
ble power tools and lighting fixtures. . No. 2 warehouse—roofing-siding- . Saw mill 
A week-long open house celebrated wallboards . Lumber storage 
the new store opening. Dealers from . No. 3 warehouse—finish lumber . Ready-mix concrete plant 
five southern states, NRLDA and 
other association officers were among 
the visitors. Over 100 students from 
home economics classes in _ five 
schools saw the two model kitchens 
in use. 


CORNER OF THE STORE shows diversified displays, many on 


swinging panels. Electrical fixtures is a new line. 


TWO MODEL KITCHENS in wood and metal are hooked up for 
demonstration purposes. Munnerlyn sells builtin appliances. 


OFFICE AREA occupies the new wing. President Henry J. Mun- 
nerlyn, left, at his desk. 





Munnerlyn—wNo. 1 Citizen 


Henry J. Munnerlyn has been called Bennettsville’s No. 1 
citizen. A former president of NRLDA, he is president of the 
Marlboro Trust Co., Bennettsville’s oldest and largest bank; the 
chairman of the board, Marlboro County General Hospital. 

He was a member of the Bennettsville City Council for 12 
years; past president of the local Rotary Club; past commander 
of American Legion Post No. 60; member of the national board 
of the Small Business Administration; member of the board: 
Marlboro Building and Loan Association, Marlboro Developing 
Corp., Home Developing Corp. and Marlboro County Library 
Association. 

The new wing recently added to the Marlboro County General 
Hospital was named the “Munnerlyn Wing” in honor of Mun- 
nerlyn’‘s efforts in behalf of the hospital. Munnerlyn was named 

o Master Merchant by this magazine several years ago. 
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most farmers 


IN 47 OF THE SO TOP 
HOG PRODUCING COUNTIES 











.. Lhe Only 
Fence Line That 
Sells on Sight 
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SRAN D 


KNOWN FOR EXTRA VALUE 

Farmers know the years of extra life that Red Brand gives at 
no extra cost. They want the added rust resistance of the only 
Galvannealed" fence on the market. They choose it for easy 
handling. And they buy Red Brand for its durability through 
years of livestock abuse. 


SELLS ON SIGHT 
Farmers are quick to choose Red Brand because they see and 
recognize the best wherever they go. Only the Red Brand line 
sells on sight. The bright red identification is Red Brand’s 
distinctive guide to quality. 


ADVERTISING FOR YOU 

Farm preference for Red Brand has developed behind years of 
aggressive advertising and promotion. First farm magazines 
told the story. Then radio was added. Now television also helps 
carry the story directly to farmers. This three pronged drive 
is backed with special promotions that really move fence. 


WHAT RED BRAND PREFERENCE 

MEANS TO YOU 

Red Brand is the fence line farmers want. This strong demand 
can only result in greater volume, higher turnover and more 
profits. Tie in today with Keystone—the profit line. 


KEYSTONE STEEL & WIRE COMPANY 


Peoria 7, Illinois 
Red Brand Fence—Red Top® Steel Posts—Red Brand Barbed Wire—Baler Wire— 
Non-Climbable Fence—Keyline® Poultry Netting—Gates 
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AMERICAN 
LUMBERMAN 


Coating for Wet or Dry Roofs 


A new air-blown asphalt coating that 
can be applied to either wet or dry roofs 
is offered under the trade-name Nacor. 
The coating is said to employ special 
asphaltic penetrating and sealing oils, 
which enable it to cut through moisture 
to the roof. A perfect adherence between 
coating and roof surface, wet or dry, is 
accomplished through employment of a 
new additive, NA-17R, says maker. The 
latter makes possible repairs or complete 
resurfacing at the time leaks occur, 
while the roof is still wet. Nacor can be 
applied by brush or spray just, as it 
comes from the drum. National Asphalt 
Corp., Dept. AL, Bulkley Bldg., Cleve- 
land 15, Ohio. 

Circle No. 201 on Coupon, page 80 


Cut and Bolt Framing Angle 


A new cut and bolt framing angle 
fabricated from cold-rolled, galvanized 
steel, which gives a lock-joint, friction- 
joint and %” structural bolts with a 
full load shoulder, is now available. 
Called AIM Brand Slotted Angle, the 
new material has a precision-engineered 
recurring pattern of slots and holes to 
provide speed in assembly of a wide 
variety of structures such as carts, 
tables, storage racks, etc. Friction-type 
joints are made by bolting through 
vertical and horizontal slots; lock-joints 
are formed by bolting through the round 
holes. AIM Brand Slotted Angle is 
packaged in 10’ and 12’ lengths, 10 
lengths to the package with 75 nuts and 
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Products 


bolts included. It is manufactured in two 
sizes to cover all framing applications, 
says Acme Steel Co., Dept. AL, 135th 
St. & Perry Ave., Chicago 27. 

Circle No. 202 on Coupon, page 80 


Sets Concrete Shells Fast 


An easy-to-handle, four-pound air 
hammer for setting expansion anchors 
(concrete shells) in brick, masonry, block 
or solid concrete is announced. Called 
Model SP-500, it is used with air hammer 
chucks available from Bulldog, Star and 
other manufacturers of expansion an- 
chors. The operator first slips the chuck 
on the hammer, then inserts an anchor 
in the chuck. Holding chuck with his 
left hand, operator pulls the trigger and 
pneumatically drills the anchor right in- 
to brick, masonry or concrete in seconds, 
it is said. Finally, the operator removes 
hammer from chuck and with a quick 
lateral blow snaps off taper, leaving the 
anchor in the wall. Anchors as large as 
%” can be quickly set with the SP-500, 
says Superior Pneumatic & Mfg., Dept. 
AL, 4758 Warner Rd., Cleveland 25. 

Circle No. 203 on Coupon, page 80 


Built-In Radio 


A new low-cost radio, to 
be used as a built-in, is avail- 


able. Called the Hide-A- 
Way, the unit is a 5-tube 
super-heterodyne with a high 
energy 4” speaker and it 
gives excellent reception, 
says maker. Overall dimen- 
sions are 7” high and 8” wide 
and 3” thick. Swanson Mfg. 
Co., Dept. AL, 607 S. Wash- 
ington St., Owosso, Mich. 

Circle No. 204 on Coupon, page 80 


Patio-Carport in Nine Sizes 


Arrow Metal Products Corp. is now 
marketing its packaged-modular patio- 
carport in nine sizes: 122” x 20’, 122” 
.-S0..0ne Bole. tee Sze, 106° x 
io, see Se ies 92" x20, Se x 10), 
92” x 12’. The new size program was 
decided on to make Arrow’s packaged 
cover completely modular. The six ad- 
ditional sizes added to the original three 
now make it possible to adapt Arrow’s 
cover to any use-space requirements, 
it is said. The flush-style design of the 
outside rails makes possible any type of 
multiple installation, announces Arrow 
Metal Products Corp., Dept. AL, Haskell, 
N. J. 


Circle No. 205 on Coupon, page 80 


Handy Builder’s Tool 
Called the Little Pee-Vee, a new tool is 
designed to exert extreme leverage where 
required on a building job. It may be used 
extensively for such common _ building 
problems as pulling partitions together, 
straightening sill plates, holding corner 
sections and warped gutters for nailing, 
maker announces. Its great strength 
makes it useful in holding heavy mem- 
bers in place and even twisting large 
beams, it is said. Manufactured of 
chrome-moly steel, the Little Pee-Vee is 
18” long and weighs only two pounds. 
Proctor Products Co., Dept. AL, 16202 
6th Ave. N.E., Seattle 55, Wash. 
Circle No. 206 on Coupon, page 80 
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Gar-Boy Container ! U PM T | G K E T S 


A new reinforced, molded rubber- 
fabric container is announced by Cau 
chotex Industries. Named the Gar-Boy, T E L L A N D S E L L 
Model BA25-40, this container can hold Vy ~ ' bi / 
10 gallons of most liquids, waste or t Price mark all self-service items with 
other material. It is claimed to be resist- UPM tickets—to help your custom- 
ant to lime, acids, salt water, grease, ° ‘ " se oe ers help themselves. The Universal 
chemicals, etc. The container has no Ta ‘ Price Marking System is the only 
metal parts to rust. It is noiseless when - ‘ b : ei pricing system that has price tickets 
dropped and won't dent, leak, break or ee voy) in convenient re-fillable book form. 
mar surfaces, says maker. Equipped j 
with a handle and a molded, rubber 
cover in pastel colors, the Gar-Boy’s 
large 10-gallon capacity can be used as 
a pail for refuse and garbage. The over- 
all dimensions are 1642” top diameter 
and 19” high. Cauchotex Industries, 
Dept. AL, 44 Whitehall St., New York 
4;N. ¥. 
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Brick-Mat for Home Decoration 
A new brick-like rubber mat, called 


Brick-Mat, is five times as thick as stand- @ DISPLAY TICKETS 
ard tile, looks like a brick wall when ® MOULDING TICKETS 


standing, or a brick patio floor when on 


the ground. Laid over the decking of a e BIN TICKETS 
swimming pool, it reduces the possibility @ SPECIAL SALES 
of slipping. It adheres nicely to any wall, PROMOTION TICKETS 


giving an authentic brick appearance; 
used in place of linoleum, it produces UPM tickets are used by America’s 
long wear and a modern touch. Brick- leading merchandisers. 

Mat is said to adhere to any surface by 
using a rubber base cement. Described 
as cut, tear and abrasion resistant, it Universal Price Marking System 
feels like cork and wears like steel, maker 401-L Washington Avenue South 


claims. Excel Rubber Co., Dept. AL, 
4131 Whittier Blvd., Los Angeles, Calif. MEREEEAPOUS US, MNGTESOTA 


Circle No. 208 on Coupon, page 80 Maz JS 
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Write for samples and price list. 




















REFLECTOR HARDWARE CORP., Dept. AL-1l 
1400 NORTH 25th AVE., MELROSE PARK, ILL. 


Gentlemen: Please RUSH my free copy of the 
new Spacemaster 59-S Catalog. 

NAME 

POSITION 

FIRM NAME 

ADDRESS. e 

CITY = a . ZONE STATE a - 


NEW 


FROM COVER 
TO COVER 


Spacemare” 


MERCHANDISING 
EQUIPMENT 








—pEeSeeceeeeee 








MAIL COUPON FOR YOUR COPY 


phe aot 59-5 
EuteS pace” caratos 
e SPACEMASTER MERCHANDISING UNITS 


¢ DIAMOND PATTERNED METAL SHELVES, 
PANELS AND ACCESSORIES 


¢ BINNING, SPLICING AND SIGNING 


isit Our Showrooms 
EFLECTOR naroware corr. |e 


NEW YORK OFFICE PLUS hundreds of other NEW items. A 
MAIN OFFICE AND FACTORY PACIFIC COAST OFFICE AND SHOWROOM Self-Service and Self-Selection Guide 


AND SHOWROOM 


225 W. 34th ST. 1400 N. 25th AVE. 851 S. LOS ANGELES ST. _ ~ cae Be Be maton wee page dh eto 
NEW YORK 1,N. Y. MELROSE PARK,ILL. LOS ANGELES 14, CALIF. 


— a. 
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American 


Lumberman 


Classified 
Advertising 





Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 


1 Time —30c per word for each insertion 
Minimum charge of $1.50 per line 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number 


No agency commission or cash discount 


allowed. 


All ads for classified section must be in Pub- 
lisher’s office 14 doys preceding date of pub 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN, INC. 


59 East Monroe St., Chicago 3, Ill 
Phone: Fi 6-7788 








HELP WANTED 








BUSINESS WANTED 











WANTED: Retail Lumber Yard Manager. 
Also, assistant manager for Oregon County 
Seat town. Do not reply unless you are ex- 
perienced and have a clear record. Address 
Box E-53 American Lumberman, Inc 


ASSISTANT MANAGER WANTED 
for Retail Lumber Yard 
Unusual Sosy 
Volume substantially over million annually 
Replies confidential 
Will consider man up to 45 years of age 
Submit full details in your own handwriting 
of experience, education and availability 
Enclose recent photograph 
Send replies to: 
George H. Ballinger 
Independent Lumber Co 
19620 Nottingham Road 
Cleveland 10, Ohio 


Manager for specialty division, kitchen cabi- 
nets, etc., of large lumber company—North- 
ern Illinois. Please state your qualifications, 
references, salary expected in letter using 
your own handwriting. Addrss Box F-28 
American Lumberman, Inc. 


MILLWORK MEN 


Large Chicago Millwork House offers a 
real future to men familiar with one or 
more of the following Millwork positions: 


BILLER 
DETAILER 
ESTIMATOR 


Liberal benefits including company paid 
Retirement Plan. Write giving complete 
details of past experience. Address Box F- 
36 American Lumberman, Inc. 


WANTED: Experienced lumber salesman 
with plenty of room for advancement with 
live-wire retail company with two yards. 
Housing immediately available. Can earn 
from $6,000 to $10,000 if aggressive. Write 
giving complete qualifications to The De- 
Ville Lumber Company, 1225 Gross Avenue, 


WANTED: Florida Lumber and Building 
Supply business doing ggg ag $500,- 
000. Write details and location. No brokers. 
Address Box F-37 American Lumberman, 
Inc. 





BUSINESS OPPORTUNITY 











Well rated Indiana Wholesaler interested in 
financing your carload orders on split profit 
arrangement. Mid-west only. Address Box F- 
25 American Lumberman, Inc. 





MACHINERY WANTED 











WANTED: Ross Carrier 20,000 lbs. capacity 
Series 80 or 81, Model 7056, 7256. Address 
Box F-38 American Lumberman, Inc 





BUSINESS FOR SALE 











SITUATIONS WANTED 











Assistant Manager, experienced in lumber, 
Building Material, ardware, Electrical, 
Plumbing, Drafting, Estimating and Book- 
keeping, desires to relocate. Write Box F-30 
American Lumberman, Inc. 





SALES REPRESENTATIVE 
WANTED 











Manufacturer’s Representatives wanted for 
nationally known manufacturer of high 
uality, precision-built, standard aluminum 
sliding doors and stationary panels for sin- 
le and Te glass installations. A num- 

r of profitable territories open. Please 
give full information and area covered in 
your first letter. Write Box F-31 American 
umberman, Inc 
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Prosperous building material business in 
Michigan's best tourist town. Ample ware- 
houses and yard space. Large, modern sales- 
room. Best of prospects. Would prefer to 
lease land and buildings. About sixty thous- 
and will cover stock and equipment. Apply 
Box B-43, American Lumberman, Inc. 


For Sale: Nebraska Yard. Priced to sell 
Owner wishes to retire. Address Box E-43 
American Lumberman, Inc 


LUMBER YARD FOR SALE 
Good yard in Eastern Washington (Columbia 
Basin). A rich growing community. Town 
11,000. New fireproof building. Fork lift 
operation. Land 180 x 200 ft. Building 
x 120 ft. $30,000 plus inventory. Address 
Box F-34 American Lumberman, Inc. 


FOR SALE—Old established lumber yard. 
Yard, coal bins and cement shed on track, 
of main line of Santa Fe Railroad; office 
and sash house on Main Street. Large farm- 
ing and live stock territory in eastern 
Marion and western Chase counties in Kan- 
sas. Owner retiring account of advanced age 
in 80's. Well assorted stock. Address Box 97. 
Florence, Kansas. 


Estate selling retail lumber yard in Idaho 
Springs, a mountain town 45 miles from 
Denver. Makes high return on $100,000 an- 
nual gross. Contact the First National Bank, 
Golden, Colorado 


Lumber Yard with other business rentals, 
exceptionally good Iowa location averaging 
approximately $275,000.00 yearly volume. 
Established 25 years complete with build- 
ings and inventory. Inquire #1352 Business 
Buyers Service, 302 Syndicate Bldg., Sioux 
Falls, S. Dak. 





MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO. 
Minneapolis, Minn. 


NEOPRENE STRIPPING, 13g” round with 
fastening lip 1148” Navy surplus material, 
ideal as dock bumper, garage door weather- 
strip, etc. 25 ft. coils @ 15¢ per ft. Dealer 
disc. available. Write for sample & Informa- 
tion: STARLINE PROCESSES, 317 Glasgow 
Ave., Inglewood, California 


LLPEALER POINTERS 


Display Speeds Sales 


Price-marked and available for self- 
selection are these metal building prod- 
ucts at Northbrook Lumber Co., North- 
brook, Ill. The pegboard wall covering, 
painted with two-tone finish, makes a 
neat and easily maintained background 
for the display. 


More Dealers Than Ever 
are Now Reading 


AMERICAN LUMBERMAN 


the Distribution Authority 
on Lumber and 
Building Materials 
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NEW PRODUCTS 


(begins on page 76) 





Easy-to-Sell Gift Item 


A how-to instruction kit, with accom- 
panying hardware, is included in an at- 
tractive package which protects the Weld- 
wood door mirror in transit from fac- 
tory to dealer to home. The easy-to-buy 
door mirror is prepackaged and ready to 
wrap as a Christmas gift. Prices are 
within the range of just about any gift 
giver, maker announces. Weldwood 
door mirrors are available in the fol- 
lowing sizes: 16” x 68”, 20” x 68” or 
22” x 68”. A perfect fit for any standard 
size interior door, the mirrors may be 
hung even on hollow core doors, mak- 
er says. U. S. Plywood Corp., Dept. 
AL, 55 W. 44th St., New York 36, N. Y. 

Circle No. 209 on Coupon, page 80 


24K Gold Finish Switch Plates 


Jewelers zinc aluminum is custom- 
crafted in Orna-Metal’s own workshop 
and finished in hammered black by the 
Orna-Metal baked enamel process or 
with a gleaming new coat of copper- 
nickel gold in real 24 karat. Lacquered 
for extra protection and long life, the 
switch plates are designed to endure 
countless daily caresses from grimy 


hands while they protect and adorn. 
Customers may choose from single, dou- 
ble or duplex outlets, individually 
packed in peekaboo envelopes, in choice 
of black or gold. Southern Fabricators 
Corp., Dept. AL, 225 Aero Drive, 
Shreveport, La. 
Circle No. 210 on Coupon, page 80 


Sander-Plane Tool 

A new Sander-Plane, said to cut in 
half the time required to remove material 
from wood, plaster, plastics or other 
composition materials, is announced. It 
cuts on both forward and back strokes, 
as well as with circular motion, says 


maker. Permanent bonding of individual 
grits of tungsten carbide on steel gives 
the tool an almost indefinite life of use 
it is said. It can be used for filing, sand- 
ing, planing, shaping or beveling. The 
tool is ideal for do-it-yourself projects 
as well as for heavy, professional use 
such as that performed by painters, 
cabinet-makers or carpenters, says Skil 
Corp.. Dept. AL, 5033 Elston Ave., 
Chicago 31. 


Circle No. 211 on Coupon, page 8 


Ready-Mixed Cement 


U. S. Gypsum announces a new and 
superior cement for joint treatment. 
Called Perf-A-Tape Cement, the all- 
purpose, ready-mixed product is an em- 
bedding and topping cement in a single 
container. It is available in two con- 
sistencies, one for hand application and 
another for mechanica) application with- 
out addition of water. The cement has a 
shelf life of one year and can be retem- 
pered with surprising ease after a can has 
been opened, it is said. The new cement 
is packaged in one-gallon cans, five- 
gallon drums and five-gallon corrugated 
cartons. U. S. Gypsum Co., Dept. AL, 
300 W. Adams St., Chicago 6, Ill. 


Circle No. 212 on Coupon, page 80 











Instant-Dry Magic Marker 


Called the Magic Marker, a new palm- 
sized writing implement makes it possible 
to personalize, identify or otherwise mark 
almost anything, announces maker. Con- 
structed with a felt point already impreg- 
nated with the ink, the marker writes in 
four widths. It may be used to mark 
tiles, roofing materials, slate, marble, 
wood, plastics, cabinets, to make signs, 
posters and displays, etc. The marker also 
will write on work clothes; ink won't 
smear, smudge or run and is resistant 
to weather, says maker. Offered in eight 
colors, pastels and black, brown and 
white. Speedry, Dept. AL, P. O. Box 97, 
Richmond Hill, Jamaica 18, N. Y. 

Circle No. 213 on Coupon, page 80 


NEW EQUIPMENT 


Multiple-Duty Storage Racks 


An all-adjustable Series 3200 combin- 
ation pallet, skid and die rack can also 
be used as a live-feeder type rack or 
drive-in rack or as order-picking frames. 
Available with 3” x 3” tubular uprights, 
with L-type shelf section for wood deck- 
ing and 2” adjustments up or down. The 
shelf beam is inserted and locks into 
uprights. A Z-bar key also is furnished 
for positive safety locking of all shelf 
beams. Shelf beam cannot be removed 
or disengaged accidentally, maker says. 
Installs without tools or gadgets. Simple 
to knock down and move and can be 
used indoors or out. Order-picking 
frames are furnished with outrigger 
bases for aisle-saver type trucks or 
standard uprights for regular fork truck. 
The Paltier Corp., Dept. AL, 1701 Ken- 
tucky St., Michigan City, Ind. 
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Planoramics System 

A layout device, called Planoramics, is 
aimed at cutting costs generally found 
in the planning and procedures depart- 
ments of retail businesses. Planoramics 
are simply pressed to the planning board 
with the finger and will stay where they 
are put until lifted off with the finger- 
nail, says maker. Planoramics are pre- 
cisely cut to scale, there is no need for 
scissors, pencil or eraser. A ruler is not 
a necessary accessory. Anyone can sub- 
mit professional plans, charts, graphs, 
blueprints without the use of a single 
drawing. To indicate lighting, simply 
place another grid board on top of lay- 
out. Place pieces of template material in 
position. This will serve to show if al- 
lowance has been made for proper light- 
ing. Planoramics also may be used over 
and over again for hundreds of plans. 
Planoramics, Dept. AL, 631 East First 
St., Boston 27, Mass. 
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XMAS GIFTS 


(begins on page 62) 





his policy is to soft pedal the gift pro- 
gram, giving only for close personal 
reasons. He said this policy is re- 
flected in letters received from many 
major companies asking him to re- 
frain from sending gifts to their pur- 
chasing agents. 

Scholarship aid. In the northwest, 
the H. O. Seiffert Co., Everett, Wash., 
has eliminated Christmas gifts to 
contractors. 

“Instead, we take the money we'd 
invest in gifts and give it to the local 
junior college for scholarships,” said 
sales manager R. T. Wasson. 

Everitt Lumber Co., Ft. Collins, 
Colo., is another firm that has 
switched to a charity donation rather 
than individual contractor gifts. 

“We give the equivalent amount of 
money to a local charity that we 
would spend on individual gifts and 
list the contractors as donors,” ex- 
plains Bob Everitt, owner-manager. 
“The contractors appreciate _ this 
gesture.” 

Eliminating to contractors 
wouldn’t hurt their business a_ bit, 
several dealers predicted, admitting 
that once started, gift-giving is a hard 
practice to stcp. 

“And about 75% 
say thank you!” 
Omaha dealer. 
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AMERICAN 
LUMBERMAN 


Door Mats for Home Use 


New Door Mats announced by USS 
Cyclone Fence are the flexible steel in- 
dustrial and commercial type, especially 
redesigned for home use. They feature 
long life, easy cleaning, a built-in safety 
edge and smooth end finishes. The 
Door Mats are sturdily constructed from 
first-quality %%” galvanized strip steel 
and tough round steel wire connectors 
They are packaged six to a colorful 
self-service display carton. With an initial 
order for two dozen mats, the manu- 
facturer offers a free floor merchandiser 
along with an extra Door Mat. USS Cy- 
clone Fence Dept., American Steel & 
Wire Div., U. S. Steel Corp., Dept. AL, 
Waukegan, Ill 
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Sales Aids 


Do-It-Yourself with Structoglas 
A new sales plan to help dealers sell 
its line of fiberglass reinforced panels is 
announced by Structoglas Div. The plan 
includes a_ full-color counter display 
stand, samples, a full-color consumer 
folder, other helpful selling literature, 
promotional kit and a special price deal 
to assure full profit margins for the 
dealer. Available free, the counter dis- 
play holds a supply of consumer folders 
which describe in detail ways to use 
Structoglas in do-it-yourself construc- 
tion of carports, patios, room dividers, 
etc. Structoglas Div., International Mold- P P 
ed Plastics, Dept. AL, 4387 W. 35th, | Narrow-Line Power Tool Display 
Cleveland 9, Ohio. Portable Electric Tools offers a new 
Circle No. 217 on Coupon, page 8 compact, counter display featuring five 
of the most popular power tools: 7” Saw 
2” Reversible Drill, Oscillating Sander, 
Drill and Jig-Lite Jig Saw. Brief 
selling points appear close to each tool 
along with a space for the dealer to 
insert prices. Available with the five 
power tools at no charge, the new 
display is constructed of sturdy metal 
frame with wood base and top board 
Also included with the free display, at 
no extra cost, are window and wall 
streamers for each tool. Portable Elec- 
tric Tools, Dept. AL, 320 West 83rd 
St., Chicago 20 
Circle No 
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By WOOD For The Complete 
PRODUCTS Line of... 


STAIR NOSINGS 


MANY TYPES FOR ; : 3 
SUBURBAN HOMES THE ENTIRE AMES LINE of Stair Nosings is 
available in standard 12 foot lengths; also in 


ESTATES 


- CLUBS ae 
c 13 foot lengths to eliminate cutting waste on 


Gates To Match wider steps. In addition, the more popular 


WHITE CEDAR 
SCREEN TYPE 


Right — POST AND 
RAIL— Hand Split— 
2, 3, 4 or 5 Chestnut 
Rails. 


Note how 
ends of rails 
are doweled 
for easy 
assembly. 
7orsft 
sections 
a 


YARDS — Toledo, O WHITE CEDAR - RESIDENTIAL 


W. VA. - Bayard 


Webster Springs 
Fort Springs. PENTA PRESERVATIVE 
VA. « Clinchiburg We can treat both posts and rails with 


sections are stocked in 14 foot 
lengths. 36”, 39” and 42” " Ma 
lengths can also be sup- _. 
plied. These short - 
lengths are drilled 
after being cut so 
that the spacing 
of the holes is cor- 
rect for immediate installation. THERE IS 
AN AMES STAIR NOSING FOR EVERY 
APPLICATION! 











AMES carries the fullest line of all 
mouldings. Write or call today for our 
new, color catalog. 


We can serve your truck this nationally known preservative. 
—— METAL MOULDING COMPANY, INC. 
waite FoR WOOD PRODUCTS CO. 33 California Ave. Paterson, N. J. 


CATALOG TOLEDO 12, OHIO 





New York MElrose 5-0973 New Jersey SHerwood 2-2700 
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Fall falsies: Some of the fish caught in the Columbia river 

last summer are by now six feet long. 
* * * 

Joe was dead and John called on the widow to express sym- 
pathy. “Joe and I were mighty good friends,” John said. “Isn’t 
there something I could have to remember him by?” 

Tearfully she raised her eyes and whispered, softly, “Would I 
do?” 

~ x > 
Money only brings misery but with money you can afford it. 
* * « 

Perfume salesgirl, showing newest scent to customer: “To be 
frank, I consider it unsportsmanlike—in the same class with 
dynamiting fish.” 

* a” + 

The MAUK staff has spent half a century stocking a huge 
warehouse of solutions. We’ve found the answer to almost ev- 
ery problem of the retail dealer and have had it cut to size, 
graded, specified and ready for shipment. 

Whatever your need our mills can supply it. We have sug- 
gestions, advice and recommendations indispensable to your 
business and we have the merchandise to help you put a plan 
into practice profitably, permanently and immediately. 

Why not pass your problems on to MAUK? Ask questions. 
Get answers. Call MElrose 3-0300. 

* . = 

Simple Celia says not only are all men created equal, they’re 
all made the same way. 

” a a 

Overheard on the highway: “How far is it to Seattle? 
torist asked a native in Washington. 

“It’s 24,991 miles the way you’re headin’ 
“But about nine miles if you turn around.” 

* * > 

Then there was the fellow who was interested in his wife’s 
happiness—so interested that he hired a private eye to find out 
who was responsible for it. 

ca * + 
Wife, to husband at party: “Now, dear, don’t you take anoth- 
er drink. Your face is getting blurred already.” 
a ” > 
Do You Know What Dep'’t.: 
Do you know what theory is? A hunch with a college educa- 
tion. 
Do you know what intuition is? The feminine of suspicion. 
Do you know what wisdom is? Stocking MAUK. 


« * * 


” a mo- 


” 


said the native, 


MAUK Seattle Lumber Co. 
Seattle, Washington 


* * 


The C. A. MAUK Lumber Co. 
Toledo, Ohio 
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New Literature 
Technical Data 


Tractors. International Harvester’s complete line of new 
wheel tractors in six power sizes ranging from 12 to 72.5 hp 
for commercial and industrial use are fully described in a 16- 
page catalog, CR-1374-H, now available. Starting with the 
International Cub Lo-Boy and including the International 140, 
International 240 Utility, International 340 Utility, Interna- 
tional 460 Utility and the International 560 tractor, the catalog 
gives special features and specifications for each tractor. In- 
ternational Harvester Co., Dept. AL, 180 N. Michigan Ave., 
Chicago 1. 
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Building Specialties. A new catalog and the largest in the 
history of M-D contains 64 pages, plus cover. The outside cover 
is dominated by a striking 3-D rendition of the M-D trade- 
mark in four colors against a rich black background. The 
inside pages, printed in three colors, completely illustrate all 
of the building specialties manufactured by M-D: weatherstrip, 
door hardware, calking compounds, mailboxes, push grilles, 
vinyl garden hose, etc. Dealers not on M-D’s regular list may 
obtain a copy of the catalog by writing Macklanburg-Duncan 
Co., Dept. AL, Box 1197, Oklahoma City 1, Okla. 
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Rubber Filler Strips. An instructive booklet entitled “Engi- 
gineered Filler Strips for Sealing Farm Buildings” is now avail- 
able. Prepared by E. L. Hansen, professor, Farm Structures 
div., Agricultural Engineering dept., University of Illinois, the 
booklet details the use of molded-to-fit rubber filler strips as 
closures between corrugated building materials and framing. 
The 16-page booklet covers the many places on any farm 
building where insulation is desired against wind, rain, dust 
and rodents. The Asphalt Corp. of America, Dept. AL, P. O. 
Box 826, Danville, Ill. 
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Window Units. A four-page brochure in two colors, 842” x 
11”, on its new Slideby Removable Window units is announced 
by The Silcrest Co. In addition to describing the uses and fea- 
tures of the Slideby, the brochure gives specifications, installa- 
tion details and rough openings for 24 different sizes including 
five Lu-Re-Co sizes. The Silcrest Co., Dept. AL, 100 Thomas 
St., Wausau, Wis. 
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Masonry Anchors. Two specially-designed aluminum masonry 
anchors, the Diamond Hammer Drive and the Fur-N-Strip, are 
described in a new two-page bulletin. Interior construction of 
both masonry anchors is shown, along with illustrated lists ex- 
plaining installation methods. Diamond Expansion Bolt Co., 
Dept. AL, Garwood, N. J. 
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Hardware. Two new catalogs on its hardware line are avail- 
able from Supreme Products Corp. One is a four-page, 11” x 
11” folder suitable for inclusion in wholesalers’ catalogs. The 
other is an 8%” x 11”, eight-page book that wholesalers can 
make available to all their dealer prospects. Supreme Products 
Corp., Dept. AL, 2222 S. Calumet Ave., Chicago 16. 
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Consumer Data 


Power Tools. A new 12-page guide describes 14 popular 
portable electric tools plus a list of accessories for the home- 
craftsman. This buying guide includes pictures of tools and 
their uses with complete specifications and prices for electric 
saws, sanders, drills, routers and garden equipment. The 
booklet also gives pointers on what to look for in purchasing 
power tools and may be obtained without charge by writing 
Porter-Cable Machine Co., Dept. AL, 132 Exchange St., Syra- 
cuse 4, N. Y. 
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Azrock Floor Products. A new, 12-page catalog illustrating 
the complete line of Azrock Flooring Products in full color is 
available. Included are product descriptions, where to install 
and brief architectural specifications on Azrock asphalt tile, 
Azphlex vinylized tile, Vina-Lux vinyl asbestos tile and Duraco 
vinyl industrial tile. Azrock Products Div., Uvalde Rock As- 
phalt Co., Dept. AL, Box 531, San Antonio, Texas. 
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No. 380 FOLD 
and SLIDE DOOR 
HARDWARE 


The Smoothest in Movement 


Designed for modern interiors. A real space- 





saving type of door that folds and slides 
out of the way. More floor area and unob- 
structed wall space are now available 





for more artistic placement of furnish- 
ings. The installation and operation 
of this hardware is the ultimate in 
simplicity. 


Noiseless Nylon Pivots carry 
door weight with ease. 
Nylon Roller guides the 
door in the track mounted 
at the top of door opening. 














GALVANIZED TRACK 


Jamb bracket permits use with 
either wood or concrete floors. 
No measuring needed to lo- 
cate bracket 
— just attach 

j to jamb. 


JAMB 
BRACKET 


Pivot brackets are adjustable, 
both laterally and vertically, 
and never need lubrication. 
Bottom door aligners to keep 
four panel installations in per- 
fect alignment. All hardware 
zinc and chromate plated. 





ADJUSTABLE PIVOT BRACKETS 


GUIDE ROLLER 


Sterling, 


NATIONAL MANUFACTURING COMPANY 


Illinois 
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BRIXMENT 
MORT... 


Is More Durable 


thaw them for forty or fifty times, with a little water in 
the pan (the freezing unit of your electric refrigerator 
will do). See the difference with Brixment mortar! 


To compare the durability of Brixment mortar and 
ordinary cement-and-lime mortar, make a cylinder of 


each, let them “cure” for a month, then freeze and 


—AND DURABILITY MEANS 
PERMANENT STRENGTH AND BEAUTY 








For permanent strength and beauty, incorporated into Brixment during man- 


mortar must be durable—-must be able ufacture. This helps prevent the mortar 


to withstand the alternate freezing and from becoming saturated — therefore 
thawing to which it is subjected many protects it from the destructive action 


times each winter. of freezing and thawing. 


Brixment mortar is more durable. This Walls built with Brixment mortar there- 


greater durability is due partly to the fore retain their original strength and 
strength and soundness of Brixment appearance —even parapet walls and 
mortar, and partly to the facet that an chimneys, where exposure is particularly 


air-entraining water-repelling agent is severe. 


LOUISVILLE CEMENT COMPANY, LOUISVILLE 2, KENTUCKY 


Cement Manufacturers Since 1830 
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